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EXECUTIVE SUMMARY 
 
Entrepreneurship as a source of economic growth and competitiveness as well as job 
creation and the advancement of social interests is well documented. Despite these 
important contributions to the economies of countries, a shortage of entrepreneurial 
activity exists across borders and specifically in developing countries such as South 
Africa. The purpose of this study was to determine the perception and image of an 
entrepreneur in the eyes of various stakeholders. The reasoning behind this was that 
if the image of an entrepreneur could be determined, one could establish whether the 
image positively or negatively influences entrepreneurial intentions as well as 
potential future entrepreneurial activity. More specifically, the primary objective was 
to identify the perception and image that potential entrepreneurs (students) and 
existing entrepreneurs (small business owners) have of an entrepreneur. 
 
In the body of knowledge or general literature on entrepreneurship, the most 
commonly discussed topics are the nature and importance of entrepreneurship, the 
attributes (personality traits, characteristics and skills) associated with an 
entrepreneur, various push and pull factors, various rewards and drawbacks of such 
a career and the challenges entrepreneurs face. It is these aspects of 
entrepreneurship that stakeholders will most likely have been exposed to, and that 
most possibly have influenced their perception and image of an entrepreneur. The 
aforementioned aspects provided an overview of the theoretical body of knowledge 
on which the perception and image of an entrepreneur is based. 
 
The present study adopted a qualitative research paradigm with a phenomenological 
approach to achieve the research objectives of the study. Within this context, the 
study made use of a qualitative method for data collection and a quantitative method 
for data analysis. As such, a mixed methods approach was adopted. More 
specifically, a qualitative dominant mixed research method was implemented. A 
continuous word association test, which is a projective technique, was adopted as 
the qualitative means of data collection. This test involved asking participants to 
recall the words that come to mind when presented with the word “entrepreneur”. 
This method was selected because of its ability to reveal both affective and cognitive 
associations with the concept “entrepreneur”. A quantitative summative (manifest) 
xix 
 
content analysis was used as the quantitative research method for analysing the 
data.  
 
The continuous word association test was conducted among three sample groups, 
namely students prior to commencing, and students after completing a module in 
entrepreneurship, and small business owners. Student and small business owner 
participants were asked to write down as many words or phrases as possible that 
came to mind when they thought of the word “entrepreneur”, which was the stimulus 
word, within a ten-minute period. These responses were then collated and coded by 
developing a coding framework based on brand image and entrepreneurship 
literature. 
 
In studies on brand image, the components of image are considered to be tri-
structured in nature, consisting of cognitive (what the individual knows), affective 
(how the individual feels) and holistic (overall symbolism, combination of affective 
and cognitive) evaluations. The words generated by the participants in this study 
were broadly coded according to these categories and further subcategorised by 
searching for themes within the broad categories, which was facilitated and guided 
by an in-depth investigation of the entrepreneurship literature. 
 
The findings of this study show that the words generated by all three groups of 
participants were mostly of a cognitive nature, followed by words of a general or 
affective nature. As such, the vast majority of words generated by all three groups 
related to what the participants knew about an entrepreneur (cognitive) versus how 
they felt about one (affective), and were grounded in the management or 
entrepreneurship literature. When comparing the top ten words most frequently 
associated with the term “entrepreneur” by the three groups of participants, the 
attribute risk-taker was the most frequently recalled word among all three groups. 
Students prior to undertaking the entrepreneurship module associated an 
entrepreneur with being creative and a risk-taker, having a business enterprise and 
being involved in the selling of goods and services. Students after completing the 
module in entrepreneurship associated an entrepreneur with being profit-orientated, 
a risk-taker, innovative and original, and being opportunistic. Small business owners, 
on the other hand, associated an entrepreneur with being a risk-taker, innovative and 
xx 
 
original, goal- and achievement-orientated and profit-orientated. The findings show 
that all groups of participants associated an entrepreneur principally with certain 
attributes rather than with learned skills and competencies, and that all groups had a 
more positive than negative image of an entrepreneur. 
 
It was also found that exposure to entrepreneurship literature has an influence on the 
perception and image that students have of an entrepreneur. Because the words 
recalled by students after completing the entrepreneurship module were more in line 
with those recalled by small business owners, than with those recalled by students 
before starting the module, it can be suggested that entrepreneurship literature 
contributes to a more realistic image of an entrepreneur among students.  
 
This study has contributed to the field of entrepreneurship research by adopting a 
qualitative dominant research paradigm in conjunction with quantitative research 
methods to explore the complexity of the term “entrepreneur”. Furthermore, this study 
has been able to establish how individuals feel about entrepreneurship, in terms of 
being either positive or negative, by adding an affective aspect to the cognitive 
aspect of entrepreneurial decision-making. By conducting a continuous word 
association test among students prior to beginning and after completing a module in 
entrepreneurship, the entrepreneurial knowledge of students before being exposed to 
entrepreneurship literature was established, and subsequently the effectiveness of 
the entrepreneurship module determined. 
 
It is hoped that the findings of this study have added value to the entrepreneurship 
body of knowledge and can be used in future studies as a tool to address the 
problem of low entrepreneurial intention and activity among South Africans. 
Furthermore, it is hoped that by creating a positive image of an entrepreneur, 
entrepreneurship as a desirable career choice can be promoted and an 
entrepreneurial culture developed within communities and broader society. 
 
KEYWORDS: entrepreneurship; image; word association; affective; cognitive; 
summative (manifest) content analysis; small business owners; students; perception; 
attitude. 
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CHAPTER 1 
 
INTRODUCTION, PROBLEM STATEMENT AND BACKGROUND TO THE STUDY 
 
1.1 INTRODUCTION AND BACKGROUND TO THE STUDY 
 
Entrepreneurship as a source of economic growth and competitiveness as well as 
job creation and the advancement of social interests, is well documented (Dabic, 
Daim, Bayraktoroglu, Novak & Basic 2012:317; Davey, Plewa & Struwig 2011:335; 
Morris, Pitt & Berthon 1996:59; Nagy, Pete, Gyorfy, Petru & Benyovszki 2010:19). 
Despite these important contributions to the economies of countries, a shortage of 
entrepreneurial activity exists across borders (Xavier, Kelley, Kew, Herrington & 
Vorderwülbecke 2012:7) and specifically in developing countries such as South 
Africa (Simrie, Herrington, Kew & Turton 2011:4). 
 
The Global Entrepreneurial Monitor (GEM) survey is a survey which measures the 
rate of total early stage entrepreneurial activity (TEA) in a country (Xavier et al. 
2012:7). The TEA rate is defined as the rate at which individuals in a country, who 
are of working age, are actively involved in business start-ups (Xavier et al. 2012:7). 
Over the past ten years (since 2002), South Africa’s performance in terms of its TEA 
rate has consistently been below average (Simrie et al. 2011:19). In addition to a low 
entrepreneurial activity rate, few South Africans show an intention to start their own 
businesses despite a large percentage perceiving entrepreneurship as a good career 
choice (Xavier et al. 2012:56). The GEM studies undertaken over the last ten years 
confirm that South Africa has a lower than expected entrepreneurial activity rate.  
 
Although various studies (Friedman & Aziz 2012; Nagy et al. 2010; Simrie et al. 
2011; Xavier et al. 2012) have been undertaken to determine the reasons for the low 
levels of entrepreneurial activity in South Africa, seeking answers to what drives 
entrepreneurship remains one of the most important issues in management research 
(Drost 2010:28). Several authors (Brown, Beale & White-Johnson 2011; Cañizares & 
García 2010; Davey et al. 2011; Gelderen, Brand, van Praag, Bodewes, Poutsma & 
van Gils 2008; Kautonen, van Gelderen & Tornikoski 2013; Paço Ferreira, Raposa, 
Rodrigues & Dinis 2011; Pillis & Reardon 2007; Shinnar, Giacomin & Janssen 2012) 
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have made use of intentions-based models in attempting to explain why some 
people become entrepreneurs and others do not. The theory of planned behaviour 
(TPB) (Ajzen 1991), one of the most commonly used models (Dabic et al. 2012; 
Davey et al. 2011; Guerrero, Claret, Verbeke, Enderli, Zakowska-Biebens, 
Vanhonacker, Issanchou, Sajdakkowsa, Granli, Scalvedi, Contel & Herleth 2010; 
Paço et al. 2011), proposes that the greater the intention to engage in a particular 
behaviour, the more likely will be the performance of that behaviour (Kautonen et al. 
2013:698). According to the TPB, intentions are predicted by three things: attitude 
towards a behaviour, subjective norms regarding the behaviour, and the perceived 
behavioural control over the behaviour. Attitude towards the behaviour is the 
personal attitude one has about the outcomes of the behaviour. Perceived 
behavioural control refers to the perceived ease or difficulty of performing the 
behaviour. Subjective norms refer to the perceived social pressure to perform the 
behaviour (Dabic et al. 2012:319). 
 
Several studies (Gird & Bagraim 2008; Gray, Farrington & Sharp 2010; Lüthje & 
Franke 2003; Pihie 2009) have shown that attitude towards a behaviour has the 
strongest influence on entrepreneurial intentions. Attitude towards a behaviour refers 
to how positive a person feels about the behaviour, and depends on expectations 
and beliefs about the personal impact of outcomes resulting from the behaviour. The 
more positive the attitude of an individual towards the behaviour, the more likely it is 
that the behaviour in question will be performed (Bergmann 2002; Kakkonen 2010). 
According to Urban, Botha and Urban (2010:115), one’s attitude is determined by 
one’s beliefs or perceptions about a particular behaviour, and Zaidatol (2009:340) 
defines attitude towards entrepreneurship as a person's perception of being an 
entrepreneur, which is associated with entrepreneurial intentions (Kolvereid 1996; 
Kolvereid & Isaksen 2006).  
 
Image as a measure of perception has been used in numerous fields of study, 
specifically in the field of marketing with reference to brand image (Guerrero et al. 
2010; Prayag 2010; Roininen, Arvola & Lahteenmaaki 2006; Sester, Dacremont, 
Deroy & Valentin 2013; Simms & Trott 2006). According to Vahie and Paswan 
(2006:70), an image is the sum of associations in an individual’s mind with regard to 
a certain concept, and it is these associations that lead to an individual’s overall 
3 
 
perceptions of that given concept. These associations are formulated through 
cognitive reasoning and are based on what the individual knows about the functional 
attributes of the concept as well as how the individual feels based on the 
psychological attributes of the concept (Pritchard & Funk 2010:1018). Marketers use 
image to determine what position a particular product or brand occupies in a 
consumer’s mind, and whether positive or negative associations are made which 
influence the consumer’s decision whether to purchase that product or not (Prayag 
2010:463).  
 
Free association and word association tests are popular techniques used when 
measuring image (Baloglu & McCleary 1999; Prayag 2010; Simms & Trott 2006). 
Word association techniques provide a true reflection of the internal thoughts and 
feelings of the research subject, owing to the use of a vague, ambiguous and 
unstructured stimulus (Donoghue 2000:47; Guerrero et al. 2010:226). Tausczik and 
Pennebaker (2009:30) contend that words reveal information pertaining to people’s 
priorities, their intentions, where their attention is and what they are trying to avoid. 
This suggests that words could be used to determine the image or perceptions that 
individuals have of an entrepreneur, as deeper meanings and underlying 
associations could be revealed.  
 
It can thus be argued that techniques similar to those used in marketing to determine 
the image or perception of a subject, can be used in the field of entrepreneurship to 
determine the position that an entrepreneur occupies in the mind of potential and 
current entrepreneurs. To better understand entrepreneurial behaviour it is important 
to understand the image associated with entrepreneurship (Sester et al. 2013:476).  
 
Studies show that the image of entrepreneurship held by students in the European 
Union (Jakubczak & Rakowska 2013:1003) is more negative than positive. The 
extent to which the image or perceptions associated with an entrepreneur result in 
positive or negative associations among South African students, is unknown. Since 
image measures the perception of a given concept, which in turn influences the 
attitude towards behaviour, it can be argued that if the image of an entrepreneur can 
be determined, then one can establish whether that image, held in the minds of 
stakeholders, positively or negatively influences their intentions. By identifying the 
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perception and image that individuals have of an entrepreneur, their underlying 
feelings and attitudes towards such persons and the career these persons have 
chosen, can possibly be unveiled. In doing this, possible explanations can be sought 
for the lack of entrepreneurial intention and activity in South Africa.  
 
Once the image associated with an entrepreneur has been established, efforts can 
be made to overcome negative associations, while positive associations can be used 
to encourage individuals in relevant target groups to consider becoming 
entrepreneurs. 
 
1.2 PROBLEM STATEMENT 
 
Despite the perceived desirability of becoming an entrepreneur (Xavier et al. 
2012:22), a lack of entrepreneurial activity and entrepreneurial intention exists in 
South Africa (Friedman & Aziz 2012; Nagy et al. 2010; Simrie et al. 2011; Xavier et 
al. 2012). Further investigation is needed to explain this contradiction. One’s attitude 
towards a behaviour refers to how positive or negative one feels about the behaviour 
in question, and these feelings depend on expectations and beliefs about the 
personal impact of outcomes resulting from the behaviour (Holland, Verplanken & 
van Knippenberg 2002:870). The more positive the attitude of an individual towards 
the behaviour, the more likely it is that the behaviour in question will be performed 
(Bergmann 2002; Kakkonen 2010). Similarly, image has been used as a measure of 
perception in determining the position that a particular product or brand occupies in a 
consumer’s mind, and whether positive or negative associations are made with that 
product or brand. This association in turn influences the consumer’s decision 
whether or not to purchase the product. 
 
In light of the above, the extent to which the perception and image associated with 
an entrepreneur results in positive or negative associations is unknown within South 
Africa. Since image measures the perception of a given concept, which in turn 
influences the attitude towards behaviour, it can be argued that if the image of an 
entrepreneur can be determined, then one can establish whether the image held in 
the minds of stakeholders, positively or negatively influences their intentions. Once 
the image associated with an entrepreneur has been established, efforts can be 
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made to overcome negative associations, and positive associations can be used to 
promote becoming an entrepreneur to relevant target groups.  
  
1.3 PURPOSE OF THE STUDY 
 
The purpose of this study is to determine the perception and image of an 
entrepreneur in the eyes of various stakeholders. In order to establish this perception 
and image, the concept of “entrepreneur” was subjected to a word association test 
among students and small business owners (entrepreneurs). Through word 
associations a more realistic and detailed perception and image of an entrepreneur 
can be revealed (Prayag 2010:463). Tausczik and Pennebaker (2009:30) contend 
that words reveal information regarding an individual’s priorities, their intentions, 
where their attention is and what they are trying to avoid. This suggests that words 
could be used to determine the perception and image that individuals have of an 
entrepreneur, as deeper meanings and underlying associations can be revealed.  
 
Several studies (Beeka & Rimmington 2011; Collins, Hannon & Smith 2004; Davey 
et al. 2011; Moy, Luk & Wright 2003; Paço et al. 2011) have noted that 
entrepreneurial action among graduates is low. Research efforts to study 
entrepreneurial intentions among students and graduates is primarily aimed at 
assisting universities to stimulate and nurture an entrepreneurial mindset and 
promote entrepreneurship as a desirable career choice (Davey et al. 2011:336). It 
can thus be argued that by identifying the perception and image of an entrepreneur 
held by students and other stakeholders, the marketing of entrepreneurship as a 
desirable career choice can be enhanced. In addition, the educational offering of 
entrepreneurship at tertiary institutions can be tailored to redress the negative image 
students may have of being an entrepreneur.  
 
According to Alstete (2008:587), qualitative research regarding advice from current 
entrepreneurs to potential entrepreneurs is needed in the field. By identifying the 
perception and image of an entrepreneur held by current entrepreneurs, a deeper 
understanding of the actual experience and the requirements thereof can be 
unearthed and through this, valuable insights could be provided to potential 
entrepreneurs. 
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1.4 RESEARCH OBJECTIVES 
 
The primary and secondary research objectives of the study are as follows: 
 
1.4.1    PRIMARY RESEARCH OBJECTIVE 
 
The primary objective of this study is to identify the perception and image that 
potential entrepreneurs (students) and existing entrepreneurs (small business 
owners) have of an entrepreneur. These perceptions will be established by means of 
a qualitative projective technique, namely continuous word association tests. The 
perception and image that an individual has of a person, action or event influences 
his or her feelings and decisions concerning that person, action or event, such as the 
feelings, decisions or actions concerning being an entrepreneur. According to 
Stephan, Lukes, Dej and Richter (1987:182), if entrepreneurs are positively 
perceived by individuals, the likelihood of these individuals becoming entrepreneurs 
increases. By establishing the perception and image that individuals have of an 
entrepreneur, it is hoped that insights will be provided into why some individuals 
become entrepreneurs and others do not. 
 
1.4.2     SECONDARY RESEARCH OBJECTIVES 
 
In order to address the primary objective of the study, the following secondary 
objectives have been formulated: 
 
a) To undertake a theoretical investigation into the nature and importance of 
entrepreneurship, as well as the various challenges faced. In addition, an 
entrepreneur will be described in terms of the various attributes, rewards 
and drawbacks that are associated with being an entrepreneur in the 
literature. The factors that motivate an individual’s choice to become an 
entrepreneur will also be discussed by considering the entrepreneurial 
push and pull factors. 
 
b) To undertake a theoretical investigation into the factors that influence 
entrepreneurial intentions by considering existing intentions-based 
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models. The nature and formation of perceptions, image and attitude will 
also be described. Furthermore, the nature and importance of existing 
perceptions, image and attitude in the context of entrepreneurship will be 
discussed. 
  
c) To investigate the appropriateness of the qualitative projective technique, 
namely word association, as the method to achieve the primary objective 
of this study. 
 
d) To establish the perception and image of an entrepreneur held by students 
and entrepreneurs by undertaking a word association test. 
 
e) To use the theory of entrepreneurship as a guide for developing a coding 
system for finding underlying themes in the words generated by the word 
association tests. It is from these themes that an image of an entrepreneur 
will be conceptualised through the use of a manifest content analysis. 
 
f) To put forward recommendations for developing and promoting the image 
of entrepreneurship based on the findings of this study. 
 
1.5 RESEARCH QUESTIONS AND HYPOTHESES  
 
The research questions and research hypotheses that this study aims to address are 
presented in the paragraphs below, 
 
1.5.1 RESEARCH QUESTIONS 
 
Against the background of the problem statement and the primary objective of this 
study the following research questions are proposed: 
 
a) What is the image of an entrepreneur in the eyes of students before 
 undertaking a module in entrepreneurship? 
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b) What is the image of an entrepreneur in the eyes of students after 
 completing a module in entrepreneurship? 
 
c) What is the image of an entrepreneur in the eyes of small business 
owners? 
 
d) Does the image of an entrepreneur differ between students prior to and 
 after undertaking a module in entrepreneurship? 
 
e) Does the image of an entrepreneur differ between students prior to 
 undertaking a module in entrepreneurship and small business owners? 
 
f) Does the image of an entrepreneur differ between students who have 
 completed a module in entrepreneurship and small business owners? 
 
g) Does the image of an entrepreneur held by male students differ from that 
of  females students? 
 
h) Does the image of an entrepreneur differ between students from different 
ethnic groups? 
 
i) Does the image of an entrepreneur differ between individuals who are 
 related to an entrepreneur and those who are not? 
 
1.5.2 RESEARCH HYPOTHESES 
 
The image of an entrepreneur will be investigated among different students and 
small business owners. The following null-hypotheses are formulated in this regard: 
 
H01:           There is no difference in the nature of words generated by students 
participating in the word association test before completing an 
entrepreneurship module and students after completing that 
entrepreneurship module.  
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Ha1:           There is a difference in the nature of words generated by students 
participating in the word association test before completing an 
entrepreneurship module and students after completing that 
entrepreneurship module.  
 
H02:           There is no difference in the nature of words generated by students 
participating in the word association test before completing an 
entrepreneurship module, and small business owners. 
 
Ha2:           There is a difference in the nature of words generated by students 
participating in the word association test before completing an 
entrepreneurship module, and small business owners. 
 
H03:           There is no difference in the nature of words generated by students 
participating in the word association test after completing an 
entrepreneurship module, and small business owners. 
 
Ha3:           There is a difference in the nature of words generated by students 
participating in the word association test after completing an 
entrepreneurship module, and small business owners. 
 
H04: There is no difference in the nature of words generated by male and 
female students. 
 
Ha4: There is a difference in the nature of words generated by male and female 
students. 
 
H05: There is no difference in the nature of words generated by individuals 
from different ethnic groups. 
 
Ha5: There is a difference in the nature of words generated by individuals from 
different ethnic groups. 
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H06: There is no difference in the nature of words generated by students 
related to an entrepreneur and students who are not related to an 
entrepreneur. 
 
Ha6: There is a difference in the nature of words generated by students related 
to an entrepreneur and students who are not related to an entrepreneur. 
 
1.6 RESEARCH DESIGN AND METHODOLOGY 
 
Secondary and primary research will be undertaken to achieve the objectives of this 
research. 
 
1.6.1 SECONDARY RESEARCH 
 
In light of the objectives of the study, a comprehensive literature study will be 
conducted. Specific attention will be given to describing an entrepreneur and the 
circumstances under which these individuals operate. By describing an entrepreneur 
according to the literature, a comparison can be made between the image created by 
the literature and the image held by the participants in this study. In addition, 
previous research on the perceptions of entrepreneurship as well as word 
association techniques adopted in various disciplines will be consulted. Various 
textbooks and journal articles, as well as databases such as Emerald, Sabinet, 
SAGE and EBSCO host will be used to search for relevant literature relating to the 
topic under investigation. In addition, data searches using Google and Google 
Scholar will also be conducted to ensure the diversity of the data sourced. The 
research facilities made available by the Nelson Mandela Metropolitan University will 
be used to gain access to data from national and international libraries. 
 
1.6.2 PRIMARY RESEARCH 
 
The secondary research will provide the basis for developing the coding framework 
for organising the data generated by the word association technique. In addition, the 
secondary research will be used to identify themes and provide meaning relevant to 
the data collected. 
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1.6.2.1 Research paradigm and method 
 
A qualitative research paradigm is adopted for this study. The concept of 
“entrepreneur” is well established and defined in the literature, but how the concept 
is interpreted or understood in practice, is not. A qualitative research approach offers 
a suitable tool to assess the mental representations of an entrepreneur as held by 
individuals, thereby revealing how they perceive the concept (Roininen et al. 
2006:20).  
 
Various methods exist by which to collect qualitative data. Given the purpose and 
objective of this study, a projective technique is considered most appropriate. 
Projective techniques involve a form of indirect questioning which results in a better 
reflection of how the subject (concept) is perceived by a subject (participant). 
Projective techniques are used to overcome a subject’s unwillingness to reveal his or 
her true feelings and perceptions, and to unlock hidden or suppressed meanings 
(Churchill 1996:283; Cooper & Schindler 2006:205). More specifically, the projective 
technique known as a word association test will be used. In word association tests, 
participants are given a stimulus word or picture and are then asked to write down a 
certain number of words that come to mind. The aim of word association tests is to 
retrieve associations from the participant’s associative or semantic memory (Koll, 
von Wallpach & Kreuzer 2010:588). 
 
The continuous word association technique will be adopted in this study. This 
technique involves presenting a stimulus word once to participants, who are required 
to give as many responses as they can in a specified time. Continuous word 
association tests make it possible to compare the first and the last words of 
associations, repetition of words, and pathways of associations (Kostova & 
Radoynovska 2008:211). A continuous word association test allows for unrestricted 
responses and ensures that because of the time constraint imposed, the research 
subjects keep on track and continue to give responses to the original stimulus word 
(Nielsen & Ingwersen 1999:18). 
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1.6.2.2 Sampling and data collection 
 
The same word association test will be conducted three times among different 
groups of participants. Three sample groups will thus participate in the study: 
students before and students after completing a module in entrepreneurship, as well 
as small business owners. Firstly, non-business students from the Nelson Mandela 
Metropolitan University (NMMU) enrolled for a module in entrepreneurship will be 
requested to participate in the word association test. The test will be administered 
among student (first group of students) during the first lecture of an entrepreneurship 
module. As such, convenience sampling will be adopted. This sampling method will 
be used because of the accessibility and availability of the sample. In addition, owing 
to time constraints, convenience sampling will be used because it is quick, 
convenient and inexpensive (Hair, Babin, Money & Samouel 2003:217; Struwig & 
Stead 2013:109). To determine the effectiveness of entrepreneurship offerings to 
students, the same students who participate in the first word association test will be 
reassessed at completion of the entrepreneurship module (second group of 
students). There is no guarantee that all the students who are assessed in the first 
lecture will be present during the last lecture. As such, convenience sampling will 
also be used as the sampling method for the second group of participants. Small 
business owners (third group of participants) will also be requested to participate in 
the word association test. Fieldworkers from NMMU will identify a convenient sample 
of small business owners who operate within the Eastern Cape and are actively 
involved in the day-to-day management of the business. 
 
In the continuous word association test, participants will be asked to write down the 
words or phrases that come to mind when presented with the term “entrepreneur”, 
which is the stimulus word. Participants will be asked to recall as many words as 
possible within a ten-minute period. Student participants (both groups) will also be 
requested to provide demographic details pertaining to their age, gender, ethnicity, 
qualification for which they were enrolled, and whether they are related to an 
entrepreneur. The business owners will also be requested to recall the first words 
that come to mind when presented with the word “entrepreneur”. Demographic 
details pertaining to the age, gender, ethnicity, relation to an entrepreneur and 
tertiary qualifications will be requested from the small business owners. 
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1.6.2.3 Reliability and validity 
 
Reliability refers to the “extent to which the data collected is accurate, consistent and 
stable” (Struwig & Stead 2013:138). A research study indicates a high degree of 
reliability if it has to be repeated and produces the same results. (Collis & Hussey 
2009:64). Donoghue (2000:50) defines “validity” as the degree to which a particular 
research instrument measures what it is intended to measure. In terms of projective 
techniques, specifically when using word association techniques, “validity” refers to 
interpreting the data the way in which the participant understood or meant it. Struwig 
and Stead (2013:136) consider triangulation to be one of the ways to build 
trustworthiness and rigour in qualitative research, thereby ensuring the validity and 
reliability of the data collection and analysis methods. 
 
The validity and reliability of the data collected in this study will be established 
through triangulation. Bryman and Bell (2011:399), as well as Collis and Hussey 
(2009:85) define triangulation as using either different sources of data (primary and 
secondary), different research methods or different researchers in the same study in 
order to reduce researcher bias and increase the validity and reliability of the 
research. Collis and Hussey (2009:85), and Jick (1979:602) make specific reference 
to triangulation of theories, which entails comparing theories from different 
disciplines. Data triangulation refers to collecting and comparing data at different 
times, from different sources to verify the data. Investigator triangulation refers to 
different researchers collecting and comparing results, and methodological 
triangulation refers to using different methods to collect and analyse the data. 
 
In the present study, a triangulation of theories will be applied by comparing and 
combining literature from the entrepreneurship and management, marketing, 
psychology and lexicography disciplines. Data triangulation will be ensured in the 
present study by re-administering the word association test to the same set of 
students who initially participate in the first test. To ensure investigator triangulation, 
three competent researchers, will be involved in the analysis and interpretation of the 
data, and the categorisation process will be guided by the entrepreneurship 
literature. The study makes use of mixed methods for collecting and analysing data. 
This mixed method approach ensures that methodological triangulation occurs. A 
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qualitative method, namely a projective technique, will be used to collect the data, 
specifically a continuous word association test and to analyse the data collected, a 
quantitative summative (manifest) content analysis will be used. As such, the validity 
and reliability will be ensured through triangulation of theories, data, methods and 
investigators.  
 
1.6.2.4 Coding framework and analyses 
 
Gibson and Brown (2009:178) describe “coding” as the process of applying 
categories to sections of data and collating the similarities and relationships between 
those categories. In this study the search for themes and codes will be facilitated and 
guided by an in-depth investigation of the entrepreneurship literature. In studies on 
brand image, the components of image are considered to be tri-structured in nature, 
consisting of cognitive (what the individual knows), affective (how the individual 
feels) and holistic (overall symbolism, combination of affective and cognitive) 
evaluations (Baloglu & McCleary 1999:870; Prayag 2010:473). The words generated 
by the participants in this study will be broadly coded according to these categories. 
The words generated will then be further subcategorised by searching for themes 
within the broad categories to provide more salient and accurate interpretations. In 
each subcategory, synonyms and similar words will be grouped together. The 
categorisation process will occur over a period of time, during which the various 
words generated will be grouped according to recurring themes. Three researchers 
will be involved in the categorisation process and consensus will be reached through 
logical argumentation. 
 
When analysing the data, the total words generated, the frequencies of recurring 
words, the number of different types of words, first words recalled, and the average 
number of words recalled, will be established.  
 
1.7 SCOPE AND DEMARCATION OF THE STUDY 
 
The current study limits itself to two target groups of participants, namely students 
and small business owners. In addition, the study will take place only within the 
boundaries of the Nelson Mandela Metropole. Students will be sourced from the 
15 
 
NMMU and will consist only of non-business students. The entrepreneurship module 
offered to the students is limited to and designed for non-business students in the 
Social Sciences. In addition, only small business owners operating businesses within 
the boundaries of the Eastern Cape, who are actively involved in the day-to-day 
management of the small business, will be approached to participate in the study. 
 
Although various types of word association tests exist, this study makes specific use 
of the continuous word association test. In order to establish the perception or image 
of an entrepreneur, the participants will be exposed to one word only, namely the 
“entrepreneur”. This continuous word association test has been used in several 
studies (Guerrero et al. 2010; Kostova & Radoynovska 2008; Peppard 2012; Prayag 
2010; Roininen et al. 2006; Simms & Trott 2006) as a means of establishing the 
image of something. Furthermore, the study will limit itself to the use of a summative 
(manifest) content analysis to analyse the data collected from the continuous word 
association test. 
 
Due to the nature of the word association technique, limited information from 
participants is forthcoming. For this reason, information relating to the nature of 
words will be used to establish the image of an entrepreneur held in the eyes of the 
participants. Demographic information obtained from participants will be limited to 
gender, age, ethnic group and entrepreneurial relations.  
 
1.8 SIGNIFICANCE OF THE STUDY  
 
As the perceptions of an entrepreneur are grounded in previous research from an 
objective reality (Beeka & Rimmington 2011; Guerrero et al. 2010:225), this study 
draws attention to the perception and image of an entrepreneur from a subjective 
reality. This study provides insights into how an entrepreneur is perceived by 
potential entrepreneurs (students) as well as current entrepreneurs (small business 
owners). The study also highlights the positive and negative associations of an 
entrepreneur held by these stakeholders. It is these subjective perceptions or mental 
images of an entrepreneur as well as the positive or negative associations that 
potentially influence individuals’ intentions to become entrepreneurs. 
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Howorth, Tempest and Coupland (2005:21) contend that, due to shortcomings in 
methodologies and theory, entrepreneurial research suffers from fragmentation. 
Furthermore, Howorth et al. (2005:22) state that entrepreneurship research has 
taken a functionalist perspective, which assumes objectivity, universality, integration 
and the continuation of the status quo. Since entrepreneurial research is 
characterised by dynamism, complexity, ambiguity and uniqueness, it can be argued 
that the functionalist perspective and the methodologies associated with it, are an 
inappropriate fit with entrepreneurial research (Howorth et al. 2005:22). In addition, 
Slovic, Finucane, Peters and MacGregor (2007:2) note that because of the 
rationalistic nature of the decision to become an entrepreneur, the main focus of 
descriptive decision research is on the cognitive rather than the affective 
considerations of making a decision. Slovic et al. (2007:2) suggest that attention 
should be given to how a decision is made, and to the influence of not only what is 
known about entrepreneurship but also to how individuals feel about 
entrepreneurship. The study aims to achieve this by using word association, a 
qualitative projective technique, to reveal the subconscious feelings and motives of 
individuals, which would otherwise not be revealed by direct questioning. 
 
Howorth et al. (2005:25) propose that multiple research paradigms should be 
consulted when considering the field of entrepreneurship research. One paradigm of 
interest is based on an interpretive approach. A functional approach considers an 
objective view of reality and a regulatory view of society. An interpretive approach, 
however, considers a subjective view of reality with a regulatory view of society. 
Interpretive studies provide for a more realistic representation since key concepts 
and understandings are developed from the research subjects’ own interpretations. 
Interpretive studies provide the means to understand meanings and interpretations in 
context. (Howorth et al. 2005:28). 
 
By adopting an interpretative approach to an alternative perspective, the current 
study attempts to uncover rich insights into the subjective perceptions of being an 
entrepreneur. However, existing literature, based on the functionalist perspective, 
has established a base level of entrepreneurship theory (Howorth et al. 2005:26), 
and existing perceptions are thus based on this existing theory. The current study 
thus serves as complementary to the existing literature on the perceptions and 
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image of an entrepreneur. By determining the perceptions and image of an 
entrepreneur from the perspectives of current and potential entrepreneurs using 
qualitative word association tests, a profile of an entrepreneur can be established. 
This profile can be used by marketers to appropriately market entrepreneurship as a 
desirable career choice among the necessary target markets. 
 
1.9 DEFINITION OF CONCEPTS 
 
1.9.1 ENTREPRENEURSHIP 
 
For the purpose of this study, entrepreneurship is defined as the set of activities and 
processes involved in the initiation and management of new business ventures, 
which are driven by innovation, dynamism and strategy, with the aim of achieving 
growth and business value appreciation. (Goss, Jones, Betta & Latham 2011:212; 
Morris et al. 1996:61; Murphy, Liao & Welsch 2006:13). 
 
1.9.2 ENTREPRENEUR 
 
This study defines an entrepreneur as an individual who possesses distinguishing 
personality characteristics, who is motivated to pursue entrepreneurship due to the 
desirable attributes of the career, and who exhibits attitudes and behaviour such as 
innovation, the need for achievement and desire for autonomy. (Alstete 2008:585; 
Bennett 2006:168; Cañizares & García 2010:786).  
  
1.9.3 PERCEPTION 
 
In this study, perception is defined as the act or faculty of perceiving or apprehending 
by means of the senses or of the mind, cognition or understanding (Collin’s English 
Dictionary 2010). 
 
1.9.4 IMAGE 
 
For the purposes of the study, the definition of image as suggested by Baloglu and 
McCleary (1999:871) and Gallarza, Saura and Garcia (2002:60) is adopted and 
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refers to an expression of knowledge, impressions, prejudice, imagination and 
emotional thoughts that an individual has about a given subject or object. Therefore, 
image can be regarded as a set of mental impressions constructed by an individual, 
based on the benefits sought, favourable and unfavourable prejudice the individual 
may have as a sum of beliefs, ideas and impressions held by that individual.  
 
1.9.5 ATTITUDE 
 
For the purposes of this study, attitude is referred to as the product of an individual’s 
beliefs and his or her evaluation of those beliefs (Paço et al. 2011). Furthermore, 
attitude is defined as a summary of the mental representations which are retrieved 
from accessible pieces of knowledge stored in an individual’s memory, or from 
temporary constructions, being context dependent (Paço et al. 2011). 
 
1.9.6 WORD ASSOCIATION TEST 
 
For this study, a word association test refers to a projective technique whereby 
participants are given a stimulus word or picture and are then required to write down 
a certain number of words that come to mind (Koll et al. 2010:588). 
 
1.10 STRUCTURE OF THE RESEARCH 
 
Chapter 1 is the introductory chapter of this study and provides an introduction and 
background to the topic under investigation. The introduction and background is 
followed by the problem statement, the purpose of the study and the research 
objectives of the study. The research questions and research hypotheses that the 
study aims to address are also presented in Chapter 1. The secondary and primary 
research methods are described and the scope and demarcation of the study 
outlined. The chapter concludes by defining important terms used in the study, and 
by providing an overview of the contents to follow. 
 
In Chapter 2 the nature and importance of entrepreneurship as a process will be 
discussed by providing various definitions and highlighting the evolution of the 
concept. In addition, the entrepreneur as the individual will be described by 
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considering the various entrepreneurial attributes, push and pull factors, rewards and 
drawbacks, as well as the challenges that are faced by entrepreneurs. 
 
Chapter 3 will focus on the concepts, perception, image and attitude. The concepts 
will be described and the differences and similarities between them will be 
discussed. The influence of perception, image and attitude on behaviour or intended 
behaviour will also be elaborated on by considering the nature and importance of the 
current perceptions, image and attitude towards entrepreneurs and 
entrepreneurship.  
 
Chapter 4 will explain and motivate the research design by elaborating on the 
research paradigm and research methodologies to be adopted in this study. The 
various research methods will be described, as well as the sampling technique and 
validity and reliability assessments. The coding framework and data analysis will 
then be elaborated on. 
 
Chapter 5 presents the results of the data analysed.  Firstly, the profiles of the three 
groups of participants are described. Thereafter, the results of the word association 
tests undertaken will be presented. To establish whether differences exist between 
the three groups of participants, Chi-square statistics will be calculated to establish 
statistical significance together with Craemer’s V statistics to establish practical 
significance. Analysing differences will also be done among the student participants 
before completing the module in entrepreneurship. Significant differences will also be 
determined by calculating Chi-square statistics and practical significance by 
calculating Craemer’s V statistics. 
 
Chapter 6 will be the concluding chapter of the study and will provide a summary of 
the contents of the preceding chapters. Conclusions and recommendations based on 
the literature review and the data analysis will be made. The contributions and 
possible shortcomings of the study will be identified and discussed, and 
recommendations for future research will be made. 
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CHAPTER 2 
 
THE ENTREPRENEUR 
 
2.1 INTRODUCTION 
 
As indicated in Chapter 1, the purpose of this study is to determine the perception 
and image that an entrepreneur has in the eyes of various stakeholders. The 
perception and image of an entrepreneur which is held by someone, is possibly 
influenced by the body of knowledge that exists relating to both entrepreneurship in 
general and the entrepreneur in particular. In order to provide a theoretical 
framework on which the perception and image of an entrepreneur could be based, 
this chapter provides an overview of an entrepreneur and the entrepreneurial context 
as described in the literature.  
 
In the body of knowledge or general literature on entrepreneurship, the most 
commonly discussed topics are the nature and importance of entrepreneurship, the 
attributes (personality traits, characteristics and skills) associated with an 
entrepreneur, various push and pull factors, various rewards and drawbacks of such 
a career and the challenges entrepreneurs face. It is these aspects of 
entrepreneurship that stakeholders will most likely have been exposed to, and that 
would most possibly have influenced their perception and image of an entrepreneur, 
which are discussed in more detail in this chapter. In order to provide a theoretical 
framework on which the perception and image of an entrepreneur is based, this 
chapter focuses on describing an entrepreneur and the entrepreneurial context in 
terms of the aforementioned aspects. 
 
2.2 THE NATURE AND IMPORTANCE OF ENTREPRENEURSHIP 
 
The following section focuses on entrepreneurship as a process, or as described by 
Tang (2008:145), as well as Williams and Williams (2011:37), as a phenomenon 
which is associated primarily with the process of opportunity identification, evaluation 
and exploitation. The nature of entrepreneurship is described by providing a 
definition of entrepreneurship as well as a discussion of how the concept has 
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evolved historically. Important contributions made through entrepreneurship will be 
discussed, before describing the entrepreneur as an individual. 
 
2.2.1 DEFINITION OF ENTREPRENEURSHIP 
 
Entrepreneurship means different things to different people. This is evident from the 
various descriptions or definitions of entrepreneurship that exist in the literature. 
According to Bennett (2006:167), entrepreneurship broadly refers to individuals who 
initiate and manage new business ventures by bringing together the factors of 
production. Murphy et al. (2006:13) add that entrepreneurship involves the 
discovery, evaluation and utilisation of future goods and services. Beeka and 
Rimmington (2011:147) consider entrepreneurship to involve the planning, 
organising, operating and assumption of risk when pursuing opportunities regardless 
of a lack of resources. Ćorić, Katavic and Kopecki (2011:210), as well as Kobia and 
Sikalieh (2010:111) further add that entrepreneurship involves creating something of 
value from nothing through the discovery, evaluation and exploitation of opportunities 
that result in new products and services in addition to new systems and processes. 
Based on this, Ćorić et al. (2011:210) define entrepreneurship as the “process of 
providing value to consumers in return for monetary reward and personal 
satisfaction, whilst assuming the business, financial and social risks that are 
associated with providing this value”.  
 
Goss et al. (2011:212) assert that conventional entrepreneurship research has been 
restricted to defining entrepreneurship as an economic activity that primarily involves 
opportunity seeking and new venture creation. However, Murphy et al. (2006:13) 
considers entrepreneurship to be “stratified, eclectic and divergent” and describes 
the field of entrepreneurship as being dynamic and complex in nature. Thus, 
considering the complexity of entrepreneurship, all aspects should be taken into 
account (Goss et al. 2011:212) and the concept should not be restricted in definition.  
Campbell and Mitchell (2012:185), as well as Kobia and Sikalieh (2010:112) 
consider the lack of consensus in defining entrepreneurship to be attributed to the 
fact that entrepreneurship is often confined to a discipline or a field of study as 
opposed to being recognised as a phenomenon. This brings about varying 
perspectives as different approaches are taken to define entrepreneurship (Kobia & 
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Sikalieh 2010:112). These approaches include entrepreneurship from a behavioural 
intentions perspective, a demographic perspective, a perspective that considers the 
influence of cultural values and societal perceptions, as well as the attribute 
perspective.  
 
Various studies (Basu 1998; Basu & Virick 2007; Brown et al. 2011; Cañizares & 
García 2010; Kautonen et al. 2013; Liñán, Rueda-Cantuche & Rodríguez-Cohard 
2005; Quan 2012; Schwarz, Wdowiak, Almar-Jarz & Breitenecker 2009) have 
approached entrepreneurship from the behavioural intentions perspective. The 
Theory of Planned Behaviour (Ajzen 1991), the Davidsson model, the Intentional 
Basic Model and the Entrepreneurial Potential Model (Paço et al. 2011; Qiu 2008), 
are some of the entrepreneurial intention models used to assess what influences or 
motivates an individual to become an entrepreneur. Other studies have considered 
the demographic characteristics of an entrepreneur. Factors such as the age, 
education, previous business experience and family background are taken into 
consideration to determine the profile or definition of an entrepreneur (Burke, Felix & 
Nolan 2002; Hamilton 2000; Raposo, Paço, Do & Ferreira 2008).  
 
Examining the influence of cultural values and societal perceptions of gender roles in 
entrepreneurship is another approach to entrepreneurship. These studies attempt to 
determine whether differences exist in the motivations of men and women 
(Cañizares & García 2010; Dabic et al. 2012; Danish & Smith 2012; Dawson & 
Henley 2012; Kirkwood 2009; Orhan & Scott 2001) and amongst different ethnic 
groups (Basu 1998; Bogan & Darity 2008; Chatterji & Seamans 2010; Clark & 
Drinkwater 1998) to become entrepreneurs. Another approach commonly taken in 
entrepreneurial studies is the attribute approach. These studies attempt to determine 
whether combinations of certain innate personality traits are present in successful 
entrepreneurs and whether these personality traits are necessary for entrepreneurial 
success (Bennett 2006; Ćorić et al. 2011; Dabic et al. 2012; Elmuti, Khoury & Abdul-
Rahim 2011; Hurst, MacDougall & Pelham 2008; Raposo et al. 2008).  
 
In summary, entrepreneurship can be described as the set of activities and 
processes involved in the initiation and management of new business ventures. 
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These processes are driven by innovation, dynamism and strategy, with the aim of 
achieving growth and business value appreciation.  
 
2.2.2 EVOLUTION OF THE CONCEPT OF ENTREPRENEURSHIP 
 
The term entrepreneur appeared in the eighteenth century and is derived from the 
French word entreprendeur, which means “one who undertakes a project, 
manufacturer or a master builder” (Herbert & Link 2006:13). According to Stevenson 
and Jarillo (1990:18), the term entrepreneur was coined by Richard Cantillon who 
defined entrepreneurship as the activity of “bearing the risk of buying at certain 
prices and selling at uncertain prices”.  
 
Historically the concept of entrepreneurship was associated with leadership (Herbert 
& Link 1988:12). Military leaders were considered entrepreneurs since wars were 
fought for economic reasons, and the generals were responsible for designing and 
executing battle strategies. Military leaders took considerable risk, but gained 
substantial economic benefits. Merchants who were involved in the exchange of 
goods and services for remuneration were also considered entrepreneurs, but not to 
the same degree as military leaders. This was because courage in business was not 
considered to be the same as courage in battle (Herbert & Link 1988:11–13). During 
this same time period, the aggressive attainment of resources formed 
entrepreneurial opportunities for military leaders, and entrepreneurship was thus 
primarily focused on the creation of wealth (Barreira, Dhliwayo, Luiz, Naude & Urban 
2008:4). As a result, engaging in entrepreneurial activity meant a loss in prestige 
because entrepreneurs were thought of as individuals who made gains at the 
expense of others, and as individuals who did not contribute to the welfare of society 
in general (Herbert & Link 2006:9; Murphy et al. 2006:16).  
 
Earlier definitions of entrepreneurship included Schumpeter’s view, namely that of 
involving the combination of all the factors of production with the aim of producing 
products and services (Bennett 2006:167). Schumpeter defined entrepreneurship as 
the “advancement of the economy as a whole through innovation, by using different 
combinations of resources to make new products and new processes” (Stevenson & 
Jarillo 1990:18). The works of Schumpeter evoked a school of thought that shifted 
24 
 
the primary focus from providing goods and services to satisfy consumer needs in 
return for profit, to innovation (Morris et al. 1996:61) and shifted the associations of 
entrepreneurship from businessman to entrepreneur (Stevenson & Jarillo 1990:19). 
Schumpeter considers five key elements of innovation, these being: (i) using a 
unique combination of resources by introducing new products and services of better 
value to consumers, (ii) introducing new production methods that are more 
economical and efficient, (iii) entering new markets that were previously unexplored 
or not considered, (iv) pursuing new sources of supply of raw materials and (v) 
pursuing a monopoly position or the dissemination of one (Baumol 1990:897; 
Herbert & Link 2006:7; Morris, Lewis & Sexton 1994:22). According to Morris et al. 
(1994:21), entrepreneurship was historically seen as an on-going activity that only 
occurs with the initiation and management of small business ventures, with the 
primary goal being the maximisation of profit.  
 
From the aforementioned, it is evident that the earlier definitions of entrepreneurship 
share similar elements to those of modern times, for example leadership, risk 
tolerance and strategy formulation. However, early economists failed to distinguish 
between entrepreneurship and business management (Morris et al. 1996:60). Kao, 
Kao and Kao (2002:35) posit that entrepreneurship was not considered as a 
recognised and independent field of research, but rather as a component of 
marketing, strategic management or small business management.  
 
According to Morris et al. (1996:60), it is only in the 1930s that a distinction was 
drawn between an entrepreneur and a small business owner. Small business owners 
or managers tend to be driven by the resources they control, and the extent to which 
they control these resources dictates their behaviour and intentions. Furthermore, 
traditional firms show a preference for low risk and low return as the venture exists 
only to support the lifestyle of the small business owner. Alternatively, an 
entrepreneur is driven by opportunity and change, is dynamic and strategy 
orientated, whilst seeking growth and business value appreciation (Morris et al. 
1996:61). Barreira et al. (2008:18) contends that there is a need for entrepreneurship 
to become an independent domain of research that does not stem directly from other 
areas of research such as psychology, sociology, strategic management or 
economics. 
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2.2.3 THE IMPORTANCE OF ENTREPRENEURSHIP  
 
According to Ćorić et al. (2011:211), entrepreneurship is considered to be a main 
contributor to economic development, employment creation, innovation and social 
welfare. The contribution of entrepreneurship to the development of the national 
economy can be reflected in the resultant increase in the Gross Domestic Product 
(GDP), improved living standards and reduced unemployment rate (Ćorić et al. 
2011:209; Davey et al. 2011:335; Elmuti et al. 2011:252). 
 
According to Beeka and Rimmington (2011:148), as well as Friedman and Aziz 
(2012:96), entrepreneurship is a driver of economic growth. When new ventures start 
up, they bring forth new products, which generate income and profits that contribute 
to a country’s GDP (Collins et al. 2004:456). Elmuti et al. (2011:252) considers this 
economic contribution of entrepreneurship to be especially important for developing 
countries such as South Africa, because a free market economy is created through 
new venture creation. According to Davidsson (2003:6), entrepreneurship drives the 
market process, in that entrepreneurs bring new products and services to the market 
through innovation, which in turn encourages consumer purchases because of new 
market offerings, and motivates competitors to improve on their existing products 
and services. Thus a continuous cycle of innovation induces economic activity. 
 
Beeka and Rimmington (2011:147), Ćorić et al. (2011:209) and Davey et al. 
(2011:335) agree that the importance of entrepreneurship as an alleviator of 
unemployment and underemployment cannot be overstated.  Ćorić et al. (2011:211), 
for example, suggest that entrepreneurship is a means of providing jobs for people in 
local communities. Entrepreneurs create jobs by using resources from the business 
environment, which in turn leads to new jobs being created in the industries 
providing these resources. Furthermore, due to political and socio-economic 
changes in the business environment, fewer opportunities are available for 
continuous employment in existing organisations (Gelderen et al. 2008:536). 
Entrepreneurship and the new businesses that are created provide opportunities for 
employment, thereby stimulating a country’s labour force (Nagy et al. 2010:19). 
Managed economies are moving towards an entrepreneurial economy, and 
undeveloped countries consider entrepreneurship as a means to empower people 
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who are excluded due to their financial and employment status, as well as poverty 
(Beeka & Rimmington 2011:145).  
 
According to Ćorić et al. (2011:211), entrepreneurs seek opportunities to garner the 
benefits from the external environment, which in turn creates new products and 
services or improvements on existing ones. Because of the innovative nature of 
entrepreneurship, new products are brought to the market and new processes are 
developed, which stimulates competition, increases productivity and provides for 
better consumer choices (Beeka & Rimmington 2011:148; Ćorić et al. 2011:211). 
Gelderen et al. (2008:536) maintain that South Africa is in need of an entrepreneurial 
culture due to the innovation and growth it brings to production, which in turns aids 
job creation and alleviation of poverty. Furthermore, Harvey, Kiessling and Moeller 
(2010:528) contend that innovations brought about by entrepreneurship reinforce 
purchasing power and create conditions for prosperity. 
 
Entrepreneurship has also been seen as a means of integrating young people into 
the economic environment of a country (Beeka & Rimmington 2011:146). Resulting 
from political and economic conditions, organisations are finding it increasingly 
difficult to create new jobs and new opportunities for the continuous employment of 
an ever-increasing number of graduates (Gelderen et al. 2008:539). However, 
according to Schwarz et al. (2009:283–284), the students participating in their study 
have low entrepreneurial intentions, especially female students in comparison to 
male students. Similarly, Raposo et al. (2008:415) report that the student 
respondents in their study understand the value of entrepreneurship as well as the 
value of autonomy and economic independence, but do not perceive themselves as 
having the capabilities of becoming an entrepreneur. It is for this reason that 
educators in higher education institutions play an important role in ensuring that 
students are equipped with the appropriate knowledge, skills and motivations to 
create employment for themselves as opposed to seeking employment from others 
(Franco, Haase & Lautenschläger 2010:261). However, Davey et al. (2011:341) 
assert that students in developing countries, including South Africa, consider 
entrepreneurship as an employment alternative based on necessity rather than 
opportunity.  
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In addition to economic prosperity, Campbell and Mitchell (2012:186) and Davey et 
al. (2011:335) point out that entrepreneurship increases the net wealth of a society 
and ensures the advancement of social interests. Mensah and Benedict (2010:139) 
argue that government support initiatives, such as social grants and free housing, 
assist affected groups in the short-run but do not provide a long-term solution. 
However, these authors add that entrepreneurship is a means of integrating the 
impoverished into stable employment and self-empowerment. Entrepreneurship 
training initiatives are also a means of enabling the impoverished and unemployed to 
create their own employment (Mensah & Benedict 2010:139). 
 
Despite the important contributions made by entrepreneurship, Campbell and 
Mitchell (2012:186) assert that not all entrepreneurial activity is beneficial to society 
or to the economies of countries. Some entrepreneurial activity or entrepreneurs 
themselves either destroy wealth for healthy competitors or conduct activities at the 
expense of consumers. In certain cases, wealth is simply transferred from one 
person to another and not to the overall economy or society (Baumol 1990:898; 
Campbell & Mitchell 2012:186). Entrepreneurship should thus be productive in 
nature and make a positive contribution to societal and economic welfare (Baumol 
1990:898). 
 
2.2 THE ENTREPRENEUR 
 
In modern times, research has moved towards distinguishing the entrepreneur from 
entrepreneurship. More specifically, several attempts have been made to determine 
the personality traits and characteristics that distinguish entrepreneurs from the rest 
of society (Morris et al. 1994:22). Furthermore, behaviourists from the fields of 
psychoanalysis, psychology and sociology have considered environmental and 
human factors to determine what it is that influences individuals to engage in 
entrepreneurial activity (Barreira et al. 2008:15). Campbell and Mitchell (2012:185) 
contend that entrepreneurship involves the creation of a new enterprise but that the 
creation of a new enterprise is not required for entrepreneurial activity to take place. 
As a result, the entrepreneur was established as a separate entity from the process 
of entrepreneurship (Morris et al. 1994:22). 
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In the sections below the entrepreneur as a separate entity will be discussed. The 
definition of an entrepreneur, the entrepreneurial attributes associated with these 
individuals, as well as the push and pull factors that motivate entrepreneurs will be 
described. Furthermore, the rewards and drawbacks of becoming an entrepreneur 
as well as the challenges commonly faced by these individuals will be elaborated on. 
 
2.2.1 DEFINING THE ENTREPRENEUR  
 
According to Ćorić et al. (2011:210), defining entrepreneurship in terms of the 
activities involved and the outcome of entrepreneurial activity can be done with 
relative ease. However, difficulties arise when attempting to define the individual 
engaging in these activities due to the various approaches concerned. Raposo et al. 
(2008:406) suggest that an entrepreneur be defined in the context of the economic 
theory and the empirical theory approach.  
 
According to Raposo et al. (2008:406), the economic theory defines entrepreneurs in 
terms of the role they play, their function in the economic system and the set of 
activities they are involved in. From an empirical theory approach, the set of 
attributes and personality traits that are characteristic of entrepreneurs are 
considered when defining an entrepreneur. Kobia and Sikalieh (2010:113), however, 
suggest that when defining an entrepreneur, the attributes entrepreneurs possess, 
the behaviours associated with entrepreneurial activity and the identification of a 
viable opportunity approach, should be considered. 
 
In the context of the role and function of an entrepreneur, Raposo et al. (2008:406) 
define an entrepreneur as a manager, industrial leader, contractor or an individual 
who owns a business, where he or she assumes the financial and business risk of 
operating within uncertainty, an individual who is an innovator, decision-maker and 
locator of resources, amongst various alternatives. Morris et al. (1994:22) propose 
that entrepreneurs are individuals who create an enterprise, wealth, innovation, 
change, employment value and growth for themselves and for those in the 
community.  
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Another approach to defining an entrepreneur is in terms of the competencies they 
possess which enable them to successfully start and manage their own business. 
These competencies include the knowledge, skills and capabilities that can be 
learned and developed by individuals (Paço et al. 2011:23). Ćorić et al. (2011:216) 
posit that possessing these competencies has a positive influence on the sustainable 
growth and development of small businesses. Wickham (2004:411) identified 
technical, communication, functional and analytical skills as crucial for 
entrepreneurial success. Ćorić et al. (2011:217) identified personal, interpersonal, 
and leadership skills as important entrepreneurial skills. According to Birdthistle 
(2008:554), when individuals are in possession of these entrepreneurial 
competencies, their ability to think and act or behave innovatively increases and 
enables them to effectively identify opportunities that can be managed, resulting in 
viable business ventures. 
 
According to Bennett (2006:166),  an entrepreneur should be defined in terms of the  
attributes he or she possesses as opposed to the set of activities he or she performs. 
He argues that the latter is more often associated with the day-to-day activities of a 
business manager. Yeung (2002:29) comments that many can identify an 
opportunity, but it takes a certain set of personality traits to act upon the opportunity 
and turn it into a viable business venture. According to Cañizares and García 
(2010:768), research focuses on establishing the psychological profile of an 
entrepreneur so that the characteristics that lead to entrepreneurial success and 
influence the decision to become an entrepreneur, can be identified. To date, 
numerous studies (Alstete 2008; Beeka & Rimmington 2011; Bennett 2006; 
Birdthistle 2008; Cañizares & García 2010; Dabic et al. 2012; Elmuti et al. 2011; 
Greblikaité & Rasa 2008; Hurst et al. 2008; Raposo et al. 2008; Watson, Hogarth-
Scott & Wilson 1998) have investigated and identified the attributes (personality traits 
and characteristics) most common among entrepreneurs, some of which are 
elaborated on in the paragraphs below. 
 
2.2.2 ENTREPRENEURIAL ATTRIBUTES 
 
According to Bennett (2006:168), certain attributes are more prevalent in 
entrepreneurs than in other individuals, including small business owners or 
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managers. The presence of these attributes in an individual influences both the 
decision to become an entrepreneur as well as the potential for entrepreneurial 
success (Beeka & Rimmington 2011:149). The “attribute approach” has been the 
predominant approach used to explain why some individuals embark on 
entrepreneurial careers and others do not, and whether the presence of certain 
characteristics in individuals influences their entrepreneurial behaviour (Raab, 
Stedham & Neuner 2005 & Tajeddini & Mueller 2009). 
 
According to Raab et al. (2005), psychological characteristics are important 
considerations when attempting to understand and develop entrepreneurship, and 
are important factors used to determine whether an individual has the capacity to be 
an entrepreneur or not. Similarly, Lüthje and Franke (2003) assert that although the 
attitude of individuals towards entrepreneurship is a significant predictor of their 
entrepreneurial intentions, personality traits have an indirect influence on their 
readiness to become self-employed and their assessment of self-efficacy. More 
recently, studies have resurfaced concerning the personal attributes that make for 
successful entrepreneurs and whether these attributes have an influence on an 
individual’s entrepreneurial intentions (Mueller 2004). 
 
In order to identify the psychological profile of potential entrepreneurs, various 
studies (Davey et al. 2011; Elmuti et al. 2011; Nagy et al. 2010; Zimmerer, 
Scarborough & Wilson 2008) have attempted to identify the attributes and skills 
prevalent among successful entrepreneurs. According to Alstete (2008:585), when 
describing the nature of an entrepreneur, motivational aspects, personality 
characteristics, and general thematic attitudes, habits and behaviours need to be 
considered.  
 
Alstete (2008:585) and Bennett (2006:168) identify the following as entrepreneurial 
attributes: being able to take initiative, being willing to take risks, having self-
confidence, perseverance, resourcefulness, independence, persuasiveness, a 
tolerance for uncertainty and ambiguity, as well as being a visionary and charismatic 
leader. Cañizares and García (2010:786) identify other attributes such as originality 
and innovation, moderate risk aversion, acceptance of individual responsibility, long-
term planning, the need for achievement, self-confidence, optimism, creativity and 
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autonomy. Risk-taking, the need for achievement, having an internal locus of control 
and being creative, have also been cited (Raposo et al. 2008:408–410) as attributes 
associated with being  an entrepreneur. According to Beeka and Rimmington 
(2011:149), the presence of role models, having self-confidence in one’s ability and 
being able to overcome the fear of failure are other attributes common among 
entrepreneurs. Commonly cited entrepreneurial attributes are summarised in Table 
2.1. 
 
Table 2.1 
Entrepreneurial attributes 
Entrepreneurial attributes References 
Planning and 
perseverance 
Barringer & Ireland (2010); Bennet (2006); Bowler 
(1995); Gelderen et al. (2008); Nieman & Bennet 
(2005); Nieman & Niewenhuizen (2009); Scarborough 
(2011); Scarborough, Wilson & Zimmerer (2009); 
Timmons & Spinelli (2009); Wickham (2006); Wilner 
(2009). 
Persuasion and 
networking 
Elmuti et al. (2011); Meenaghan (1995); Mugshot 
(2010); Timmons & Spinelli (2009); Raposa, Paco, Do 
& Ferreira (2008); van Vuuren (1997). 
Communication ability Barrier (1995); Marvin & Jones (2010); Marx, Van Rooyen, Bosch & Reynders (1998). 
Commitment  
Calvasina, Calvasina & Calvasina (2010); Forbes 
(2005); Siropolis (1990); Timmons & Spinelli (2009); 
Marx et al. (1998). 
Overcoming failure 
Barringer & Ireland (2010); Beeka & Rimmington 
(2011); Burns & Dewhurst (1993); De Angelis & Hayes 
(2010); Gerdes (1988); Goodman (1994); Kuratko 
(2009); Pryor, Toombs, Anderson & White (2010); 
Raposa et al. (2008). 
Self-confidence and 
locus of control 
Bennet (2006); Birdthistle (2008); Chillemi (2010); 
Cromie (2000); Dabic et al. (2012); Goodman (1994); 
Kreitner & Kinicki (1998); Kuratko (2009); Nieman & 
Bennet (2005); Nieman & Nieuwenhuizen (2009); 
Scarborough (2011); Scarborough et al. (2009); 
Timmons & Spinelli (2007). 
Risk-taking ability 
Casson (1991); Cromie (2000); Dabic et al. (2012); 
Kuratko (2009); Mariani (1994); Nieman & 
Nieuwenhuizen (2009); Scarborough et al. (2009); 
Siropolis (1990); Tang (2008); Timmons & Spinelli 
(2009); Wickham (2006). 
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Table 2.1 (continued) 
Entrepreneurial attributes 
Entrepreneurial attributes References 
Initiative and 
responsibility 
Felício, Rodrigues & Caldeirinha (2012); Gerdes 
(1988); Goodman (1994); Kreitner & Kinicki (1998); 
Marx et al. (1998); Scarborough et al. (2009); Schwarz 
et al. (2009). 
High energy level 
Casson (1991); Goodman (1994); Mariani (1994); 
Marx et al. (1998); Scarborough (2011); Timmons & 
Spinelli (2009); Thomas & Mueller (1999). 
Tolerance for ambiguity 
and uncertainty 
Alstete (2002); Bennet (2006); Bowler (1995); Pills & 
Reardon (2007); Scarborough (2011); Scarborough et 
al. (2009); Timmons & Spinelli (2009).  
Creativity and flexibility Casson (1991); Ćorić et al. (2011); Felício et al. (2012); Gerdes (1988); Timmons & Spinelli (2009). 
Knowledge-seeking  Bowler (1995); Julienti Bakar & Ahmad (2010); Mushonga (1981). 
Continuous learning 
Ettl & Welter (2010); Heimonen (2013); Hellriegel, 
Jackson & Slocum (1999); Kroon & Moolman (1991); 
Ming (2009); Ribeiro (2010). 
Financial proficiency Mankelwicz & Kitahara (2010); Marx et al. (1998); Scarborough et al. (2009); Wickham (2006). 
Money sense 
Burch (1986); Burns & Dewhurst (1993); Cudmore, 
Patton, Ng & McClure (2010); Kroon & Moolman 
(1991). 
Business knowledge 
Barringer & Ireland (2008); Gerry, Marques & 
Nogueira (2008); Marx et al. (1998); Scarborough et 
al. (2009); Van Vuuren (1997). 
(Source: Adapted from Farrington, Gray & Sharp 2011; van Eeden et al. 2005)  
 
Spinelli and Adams (2012:37) grouped the various entrepreneurial attributes into 
categories based on their similarities and occurrences, namely those that are core, 
desirable and non-desirable (see Figure 2.1). Core attributes are those deemed 
essential for successful entrepreneurs; desirable attributes are favourable but not 
essential for entrepreneurial success, and non-desirable or non-entrepreneurial 
attributes are negative aspects of the entrepreneur’s personality which could have a 
negative influence on the success of the business. 
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Figure 2.1 
Core, desirable and non-desirable attributes 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
(Source: Spinelli and Adams 2012:39) 
 
The core attributes identified by Spinelli and Adams (2012:38) include courage, 
commitment and determination, leadership, opportunity obsession, tolerance for risk 
ambiguity and uncertainty, creativity and the motivation to excel. Beeka and 
Rimmington (2011:149), Cañizares and García (2010:786), Dabic et al. (2012:317) 
and Raposo et al. (2008:408-410) concur that these core attributes are essential for 
successful entrepreneurs.  
 
Spinelli and Adams (2012:39) consider intelligence, creativity and innovativeness, 
the capacity to inspire, and having energy and values to be desirable attributes that 
would be favourable for success but not necessary for entrepreneurial activity. 
Several authors (Birdthistle 2008; Dabic et al. 2012; Elmuti et al. 2011; Greblikaité & 
 
CORE ATTRIBUTES
Courage 
Commitment and determination 
Leadership 
Opportunity obsession 
Tolerance for risk, ambiguity 
and uncertainty 
Creativity, self-reliance and 
adaptability 
Motivation to excel 
DESIRABLE ATTRIBUTES
Intelligence Capacity to 
inspire 
Values Creativity 
and 
innovativeness 
Energy, health and 
emotional stability 
Outer control 
Invulnerability 
Knows it all 
Counter-dependency Being anti-authoritarian 
Impulsiveness
Perfectionist 
Being “macho” 
NON-DESIRABLE ATTRIBUTES 
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Rasa 2008) consider creativity and innovativeness to be essential attributes for 
successful entrepreneurs. Spinelli and Adams (2012:41), however, consider 
creativity and innovativeness supplementary to the essential attributes necessary for 
entrepreneurship.  
 
The undesirable attributes of an entrepreneur as depicted in Figure 2.1 refer to 
several negative aspects of an entrepreneur’s personality, aspects which in turn 
influence his or her behaviour. These include invulnerability, perfectionism, 
impulsiveness, being a know it all and having an outer locus of control. In addition, 
Alstete (2008:586) identified attributes such as the need for control, a propensity to 
doubt others, and a strong desire for approval as undesirable attributes. Alstete 
(2008:586) contends that when combinations of these attributes and other 
entrepreneurial attributes are present in an individual, the nature of entrepreneurship 
might appeal to that individual, which in turn will motivate him or her to become an 
entrepreneur. 
 
Despite most research suggesting that entrepreneurs are people who possess 
specific attributes, Campbell and Mitchell (2012:186) are of the opinion that all 
individuals have the potential and capability to be an entrepreneur to varying 
degrees, however not all choose to act upon their entrepreneurial potential. 
Birdthistle (2008:555) notes that to determine whether possessing certain attributes 
has an influence on the entrepreneurial behaviour of an individual, one should also 
look at the individual’s personal background. Factors to be taken into consideration 
include the life stage of the individual, previous work experience, whether or not the 
individual has entrepreneurial parents and the level of education of the individual 
(Birdthistle 2008:555). Similarly, Elmuti et al. (2011:253) consider the attribute 
approach to be a major determinant of entrepreneurial intentions and business 
success but argue that this approach is flawed because personality is intangible and, 
as a result, it is not practically possible to measure. Elmuti et al. (2011:254) suggest 
that an individual’s life experiences and several environmental factors play a role in 
influencing an individual’s choice to become an entrepreneur. 
 
According to Dawson and Henley (2012:698), individuals are either positively or 
negatively influenced to act upon a marketable opportunity. Edelman and Yli-Renko 
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(2010:837) contend that when individuals perceive a marketable opportunity, they 
rely on their subjective assessments as opposed to objective environmental factors. 
Edelman and Yli-Renko (2010:838) further observe that these factors indirectly 
influence whether or not an individual selects entrepreneurship as a career. These 
influential factors are referred to as entrepreneurial push and pull factors, which will 
discussed in the paragraphs that follow. 
 
2.2.3 PUSH AND PULL FACTORS 
 
According to Watson et al. (1998:221), individuals find themselves in a position of 
either unemployment, paid employment or self-employment. Changes in the costs or 
benefits associated with any of these positions influences the shift from one position 
to the other. Beeka and Rimmington (2011:148) consider the position of self-
employment to be most influenced by factors that either motivate or dissuade 
individuals. When distinguishing between these influential factors, reference is often 
made to push and pull factors.  
 
In the context of entrepreneurship, Dawson and Henley (2012:698) broadly defines 
push and pull factors as positive and negative motivations for becoming an 
entrepreneur. According to Kirkwood (2009:346), push factors are personal or 
external factors with negative associations that leave individuals with 
entrepreneurship as a career choice, as one of few alternatives. Alternatively, pull 
factors are attributes and characteristics of entrepreneurship that appeal to an 
individual, or positive associations which influence them to adopt entrepreneurship 
as a career choice (Kirkwood 2009:346). According to Berglann, Møen, Roed and 
Skogstrøm (2011:184), individuals who select entrepreneurship as a career based 
on predominantly push factors are considered reactive entrepreneurs, whereas 
individuals who select entrepreneurship because of pull factors are considered 
proactive entrepreneurs.  
 
Table 2.2 provides a summary of the most prominent entrepreneurial push factors in 
literature. 
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Table 2.2 
Entrepreneurial push factors 
Push factors References 
Job insecurity (necessity caused 
by retrenchment or dismissal). 
Basu (1998); Dawson & Henley (2012); Orhan 
& Scott (2001); Wickham (2004). 
Dissatisfaction with previous 
employment or does not fit in 
with current employment. 
Alstete (2002); Dawson & Henley (2012); Orhan 
& Scott (2001); Watson et al. (1998). 
Difficulty finding another job 
because of no other employment 
options being available. 
Bosch, Tait & Venter (2011); Dawson & Henley 
(2012); Farrington & Venter (2011); Orhan & 
Scott (2001); Watson et al. (1998). 
Monetary/financial reasons.  Basu (1998); Dawson & Henley (2012); Kirkwood (2009); Orhan & Scott (2001). 
Family obligations. Cañizares & García (2010); Hurst et al. (2008); Kirkwood (2009); Watson et al. (1998). 
 
According to Beeka and Rimmington (2011:148) as well as Berglann et al. 
(2011:181), when considering unemployment as motivation to become an 
entrepreneur, it can be argued that when unemployment is high, entrepreneurship is 
attractive. A study conducted by Basu (1998:314) revealed that individuals were 
more motivated to become entrepreneurs in response to discrimination in the labour 
market as a result of an economic recession than they were by the fear of 
redundancy or job insecurity. According to Dawson and Henley (2012:698), because 
of the risk associated with entrepreneurship and there being no assurance of a 
regular income, individuals seeking  stability and security through salaried 
employment consider entrepreneurship to be an undesirable alternative. Berglann et 
al. (2011:181) add that despite the high probability of unemployed individuals starting 
a business, it is the underemployed individuals who are more likely to be 
entrepreneurial than fully employed or unemployed individuals. 
 
Workplace characteristics and contextual factors also play a role in the decision of 
individuals to leave their current employment to become entrepreneurs. According to 
Berglann et al. (2011:186), the level of earnings relative to that of co-workers, the 
productivity value added per employee, or the downsizing of the business are all 
factors that influence whether or not an individual leaves his or her place of 
employment for another job or to become an entrepreneur. Wickham (2004:166) 
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comments that the inability to pursue a personal innovation within paid employment 
is another factor that pushes individuals towards entrepreneurship. 
 
Orhan and Scott (2001:233) identified insufficient household income as a factor 
contributing to individuals pursuing entrepreneurship. Wickham (2004:166) identifies 
limited financial rewards that exist within paid employment as another push factor for 
entrepreneurship. According to Dawson and Henley (2012:700), financial reasons for 
pursuing entrepreneurship are often regarded as pull factors, however, when 
economic conditions deteriorate the financial rewards associated with 
entrepreneurship are considered push factors. Wickham (2004:169) contends that 
financial motives for pursuing entrepreneurship are considered push factors when 
the individual’s economic survival and existing commitments are directly influenced 
by the financial rewards received. 
 
According to Mensah and Benedict (2010:159), the skills shortage among South 
Africans makes it difficult for individuals to find employment in the formal sector. This 
has led to many individuals being pushed into entrepreneurship where high-level 
skills may not be as necessary (Mensah & Benedict 2010:159). 
 
In addition to several factors that push individuals to become entrepreneurs there are 
also several factors that attract (pull) them to entrepreneurship. Table 2.3 provides a 
summary of the most prominent entrepreneurial pull factors in literature. 
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Table 2.3 
Entrepreneurial pull factors 
Pull factors References  
Desire for independence, 
autonomy, greater control and 
an independence of mindset. 
Alstete (2002); Basu (1998); Bosch et al. (2011); 
Farrington & Venter (2011); Kirkwood (2009); 
Watson et al. (1998). 
Need for achievement,  
recognition of performance and 
personal development. 
Bosch et al. (2011); Farrington & Venter (2011); 
Kirkwood (2009); Watson et al. (1998).  
Desire to transform an 
opportunity or social need into 
a marketable idea. 
Dawson & Henley (2012); Orhan & Scott (2001); 
Watson et al. (1998). 
Increase personal wealth. Alstete (2002); Dawson & Henley (2012); Kirkwood (2009) Watson et al. (1998). 
A strong interest in the family 
business exists. Basu (1998); Orhan & Scott (2001). 
 
Numerous authors (Gelderen et al. 2008; Kirkwood 2009; Kirkwood 2007; Paço et al. 
2011; Orhan & Scott 2001; Shinnar et al. 2012; Wu & Li 2011) identify the desire for 
autonomy as one of the most influential pull factors attracting individuals to 
entrepreneurship. Kirkwood (2007:41) maintains that individuals are motivated by 
gaining independence. Gelderen et al. (2008:540) posit that individuals seeking 
autonomy seek the possibility of making decisions independently and without 
influence from an employer. Salaried individuals often seek the freedom to make 
choices with regard to the allocation of resources to facilitate their creative process. 
This freedom is made possible through entrepreneurship (Felício et al. 2012:1721). 
 
The need for achievement involves setting goals, making plans to meet them, 
gathering information and maintaining goal-driven activities (Kobia & Sikalieh 
2010:113).  Raposo et al. (2008:408) believe that individuals with a strong desire for 
achievement take pride and personal responsibility for their own performance, and 
evaluate feedback to continuously develop new ways of improving their 
performance. According to Kobia and Sikalieh (2010:113), the need for achievement 
is a strong factor that attracts individuals to become entrepreneurs, especially 
individuals in paid employment where this need is not satisfied and the working 
environment can be improved (Danish & Smith 2012:230).  
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Orhan and Scott (2001:235) assert that the recognition of a marketable opportunity 
and the desire to meet a social goal are significant pull factors in entrepreneurship. 
According to Friedman and Aziz (2012:96),  in an environment of individualism and a 
high tolerance for risk, entrepreneurs are driven by opportunity recognition – 
especially in developed economies where immaterial concepts such as freedom, a 
better quality of life and self-expression are valued. Beeka and Rimmington 
(2011:148) however, suggest it is more likely that unemployed individuals would 
pursue an entrepreneurial opportunity because the opportunity cost is much lower 
than for employed individuals. Furthermore, Watson et al. (1998:231) propose that 
when individuals pursue entrepreneurship solely due to the attractiveness of a 
marketable opportunity, the probability of failure increases. 
 
According to Kirkwood (2007:40), individuals are more likely to pursue an 
entrepreneurial career if family members, especially parents, have a background in 
entrepreneurship. Birdthistle (2008:561) suggests that individuals who have an 
entrepreneurial family background are more aware and knowledgeable of the 
challenges and demands presented by entrepreneurship. Those with an 
entrepreneurial family background are also more inclined to become entrepreneurs 
because of the financial and social support their parents can provide, which often 
makes waged employment seem less desirable (Wang, Lu & Millington 2011:37). 
 
According to Hurst et al. (2008:368), no exact description of push or pull factors 
exists, nor do these factors predict whether prospective entrepreneurs will be 
successful or not. When considering entrepreneurship as an employment choice, 
prospective entrepreneurs  experience a combination of push and pull factors unique 
to every individual, reflecting his or her different personality traits and preferred life 
goals and situations (Hurst et al. 2008:368). In addition to various push and pull 
factors surrounding entrepreneurship, several rewards and drawbacks also exist. 
These are discussed in the paragraphs below. 
 
2.2.4 REWARDS OF ENTREPRENEURSHIP 
 
The financial rewards of entrepreneurship involve the ability to make one’s own 
money, thereby ensuring financial security. Unlike the situation with waged 
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employment, there is no limit to the potential earnings an individual can make 
(Alstete 2008:585). According to Wickham (2006:191), entrepreneurs create value 
for themselves through personal consumption of their financial return by ensuring a 
comfortable lifestyle for themselves. In addition, the ability to leave a legacy for the 
entrepreneur’s family is another financial reward of entrepreneurship (Wu & Li 
2011:142). The financial rewards of entrepreneurship are often perceived as of 
lesser concern to entrepreneurs than other intangible benefits (Alstete 2008:585; Wu 
& Li 2011:138). Money is, however, accepted as a measure of success (Beeka & 
Rimmington 2011:155), or a means of quantifying success (Wickham 1999:191). 
 
Besides the obvious financial return for engaging in entrepreneurship, Benz 
(2006:24) contends that entrepreneurs are not driven solely by profits and returns, 
but seek various intangible benefits too. Different individuals seek different types of 
fulfilment from entrepreneurship or a specific combination of rewards that will satisfy 
their intrinsic needs (Alstete 2008:585; Berglann et al. 2011:181). According to 
Cramer, Harthog, Jonker and van Praag (2002:29), the rewards of entrepreneurship 
are more variable and volatile than the rewards received in waged employment. 
However, the rewards of entrepreneurship are of a non-pecuniary nature and unique 
to self-employment, being intangible and non-economic in nature (Benz 2006:27). 
Wu and Li (2011:142) further suggests that entrepreneurship satisfies the emotional 
value individuals attach to starting a business. Entrepreneurship satisfies the 
entrepreneur’s need for achievement and the desire for innovation and deriving 
enjoyment from it (Moy et al. 2003:29; Wu & Li 2011:142). 
 
Bosch et al. (2011:108) add that the opportunity to make a difference is also often 
considered a reward of entrepreneurship, especially in South Africa where various 
social issues such as unemployment and poverty exist. According to Wickham 
(2004:191), entrepreneurs often reinvest their funds into altruistic projects in their 
communities in an effort to make an impact beyond the sphere of business. With the 
emergence of social entrepreneurship, entrepreneurs are increasingly being 
recognised for their efforts at driving social change through innovatively producing 
products and services that change people’s lives (Martin & Osberg 2007:30).  
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Other rewards satisfying an entrepreneur’s non-pecuniary needs are job satisfaction 
and leaving a difficult employment situation (Uslay, Teach & Schwartz 2002:105). 
According to Benz (2006:28), a higher degree of autonomy and a more interesting 
and stimulating work environment leads to greater satisfaction amongst 
entrepreneurs. Furthermore, Burke et al. (2002:256) posit that entrepreneurs find 
great satisfaction from engaging in non-profit activities and as a result, exert greater 
entrepreneurial efforts into the business enterprise. Reaching one’s full potential 
through entrepreneurship also leads to increased satisfaction, which would otherwise 
be difficult in a work environment considered unexciting, unchallenging and 
frustrating (Bosch et al. 2011:108; Moy et al. 2003:28).  
 
2.2.5 DRAWBACKS OF ENTREPRENEURSHIP 
 
In spite of the rewards or benefits of entrepreneurship, numerous disadvantages and 
unattractive features exist. According to Beeka and Rimmington (2011:156), 
prospective entrepreneurs are aware of the high risks associated with 
entrepreneurship, but because of its perceived rewards, they are prepared to tolerate 
those risks. 
 
Alstete (2008:590) identified several common drawbacks associated with 
entrepreneurship, the most common being the stress and long hours that have to be 
endured because the entrepreneur is solely accountable and responsible for all 
aspects of the business. Resulting from this stress and commitment of time, another 
drawback is the adverse impact of such a career on the entrepreneur’s family. 
According to Watson et al. (1998:224), without a supportive family structure, the 
entrepreneur’s personal and family circumstances could have an adverse impact on 
the performance of the business.  
 
According to Wu and Li (2011:138), entrepreneurs make various monetary sacrifices 
such as investments in research and development, labour costs and initial fixed 
costs. Bosch et al. (2011:109) note that one of the biggest drawbacks of 
entrepreneurship is the exposure to business and financial risks. Business risks 
include the possibility of theft, legal liability to customers, suppliers and shareholders, 
or debtors’ inability to pay their debts. Financial risk, on the other hand, refers to 
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changes in the commodity price, exchange rate, interest rate and input prices that 
would negatively affect the entrepreneur’s ability to meet his/her financial 
commitments. (Harrington & Niehaus 2003:4–5). Entrepreneurs often risk their 
personal and business assets and resources to supplement their business ventures, 
despite there being no guarantee that the business will be successful (Bosch et al. 
2011:109). According to Scarborough and Zimmerer (2000:10), there is no 
guarantee that entrepreneurs will make enough money to sustain their business and 
household. As a result, entrepreneur’s take significant risks when leaving 
employment for entrepreneurship. 
 
According to Alstete (2008:589), entrepreneurs carry much responsibility because 
the success or failure of their business depends primarily on them. Often 
entrepreneurs find themselves having to make business decisions without the 
relevant background knowledge (Scarborough & Zimmerer 2000:13). As such, the 
risk of failure is higher because the risks of the business are borne by one individual.  
 
Contrary to belief, the earnings potential of entrepreneurs at the early stage of their 
career is relatively low compared to salaried individuals. This can be attributed to the 
challenges faced by entrepreneurs as well as inadequate personal and business 
financial management. (Benz 2006:26). Furthermore, entrepreneurs often lack 
sufficient healthcare and retirement benefits, which were previously afforded as a 
result of being an employee (Alstete 2008:590).  
 
2.2.6 CHALLENGES FACED BY ENTREPRENEURS 
 
According to Nagy et al. (2010:19), despite the rewards or benefits associated with 
entrepreneurship, success is no guarantee because of several challenges that 
influence the success or failure of a business. Moy et al. (2003:19) and Nagy et al. 
(2010:19) consider the challenges faced by entrepreneurs to be of either an 
exogenous or endogenous nature.  Exogenous challenges include external forces 
that are beyond the control of the entrepreneur whereas endogenous challenges 
include internal forces that are within the control of an entrepreneur. 
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Arguably, the key exogenous challenge facing entrepreneurs is the lack of or inability 
to access financing and other resources (Gill & Nahum 2012:657; Moy et al. 
2003:19; Watson et al. 1998:224; Williams & Williams 2011:31). Gill & Nahum 
(2012:657) contend that African business owners and entrepreneurs tend to rely on 
their own or family savings to supplement their business expenditures because most 
do not meet the requirements for commercial bank loans, or because loan 
repayments are not affordable. However, access to finance and other resources can 
also be regarded as an endogenous factor. Gill and Nahum (2012:657), for example, 
contend that often entrepreneurs lack the capabilities to control and manage 
resources effectively.  
 
Specifically in the start-up phase, entrepreneurs face many challenges as new 
entrants, especially those presented by established businesses. These challenges 
relate to retaliation and strong competition, access to market outlets, technology and 
advertising, and control of raw materials (Beeka & Rimmington 2011:148). Other 
entry barriers which discourage potential entrepreneurs include a lack of access to 
finance and control over resources, a lack of the necessary technologies, as well as 
poor access to marketing channels and threats of retaliation from existing 
businesses (Beeka & Rimmington 2011:148). 
 
Exogenous factors include regulatory issues such as government policies, a lack of 
assistance from public officials and corruption. These  factors act as significant 
barriers to entrepreneurs (Gill & Nahum 2012:657). Beeka and Rimmington 
(2011:160) as well as Moy et al. (2003:19) identify factors in the economic 
environment such as high interest rates, recession, inflation, taxes and government 
regulations – as challenges facing  entrepreneurial ventures, especially in the start-
up phase.  
 
With regard to endogenous factors, Williams and Williams (2011:31) assert that a 
lack of the necessary management skills and competencies is a challenge facing 
many entrepreneurs. Furthermore, a lack of understanding of specific markets 
impairs the ability of entrepreneurs to combat challenges arising from these markets. 
Moy et al. (2003:19) suggest that personal characteristics such as creativity, an 
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inappropriate appetite for risk and ineffective time management skills also influence 
the managerial competencies of entrepreneurs. 
 
Gill and Nahum (2012:657) assert that weak marketing, management, and 
information systems have a negative influence on the growth and success of the 
business. Areas of concern include accounting and finance, marketing and 
operational management, the management of people, inventory control, cashflow 
management and establishing a market and a customer base (Moy et al. 2003:19; 
Watson et al. 1998:224).  Watson et al. (1998:224) consider these weak systems a 
challenge because they require skills that may be beyond the entrepreneur’s 
expertise. Moy et al. (2003:19) propose that this lack of expertise occurs because 
entrepreneurs are more skilled in the technical aspects of the business than in 
managerial aspects. 
 
2.3 SUMMARY 
 
The image or perception of an entrepreneur is based on cognitive reasoning, which 
is based on what an individual knows and believes about a given concept. Chapter 2 
provided an overview of the theoretical body of knowledge on which the perception 
and image of an entrepreneur is based. More specifically, the nature and importance 
of entrepreneurship, the attributes (personality traits, characteristics and skills) 
associated with an entrepreneur, various push and pull factors, various rewards and 
drawbacks of such a career and the challenges entrepreneurs face were discussed. 
 
In Chapter 3 a more detailed discussion of image and how an image is formed will 
be provided. In addition, the influence of image on attitude and ultimately 
entrepreneurial intentions will be elaborated on. 
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CHAPTER 3 
 
PERCEPTION, IMAGE AND ATTITUDE  
 
3.1 INTRODUCTION 
 
The perception and subsequent image that one has of an entrepreneur is based on 
what one knows and believes about the concept “entrepreneur”. Chapter 2 provided 
the theoretical foundation on which the perception and image of an entrepreneur is 
based. The perceptions and image of a particular behaviour, such as becoming an 
entrepreneur, influences one’s attitude towards that particular behaviour (Urban, 
Botha & Urban 2010:115), and one’s attitude towards a behaviour is said to have the 
strongest influence on entrepreneurial intentions (Gird & Bagraim 2008; Gray et al. 
2010; Lüthje & Franke 2003; Pihie 2009).  
 
Given the importance of attitude towards entrepreneurship on the decision to 
become an entrepreneur, this chapter provides an overview of the various intentions 
models and the role of attitude in these models. Thereafter, the nature of perception, 
image and attitude will be elaborated on and the relationship between them 
discussed. The perception, image and attitude of entrepreneurship in general and an 
entrepreneur in particular will also be described. Finally, the perception and image of 
an entrepreneur among individuals of different demographic profiles will be 
discussed, from which hypotheses will be formulated. 
 
3.2 ENTREPRENEURIAL INTENTIONS MODELS 
 
Previous research has adopted several approaches to determine what influences an 
individual’s decision to become an entrepreneur. A common approach is the attribute 
theory which focuses on the personality traits or attributes that make certain 
individuals more entrepreneurial than others (Cañizares & García 2010; Hurst et al. 
2008; Raposo et al. 2008; Schwarz et al. 2009). Approaches which consider the 
influence of various demographic variables (such as ethnicity, education, experience, 
age and gender) on an individual’s entrepreneurial intentions, have also been 
common (Basu & Virick 2007; Clark & Drinkwater 1998; Kariv, Menzies, Brenner & 
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Fillon 2009; Tang 2008). However, studies report both attributes and demographics 
as weak predictors of entrepreneurial behaviour (Liñán et al. 2005:2).  
 
Increasingly researchers (Brown et al. 2011; Cañizares & García 2010; Davey et al. 
2011; Gelderen et al. 2008; Kautonen et al. 2013; Paço et al. 2011; Pillis & Reardon 
2007; Shinnar et al. 2012) are making use of intentions-based models as a means of 
explaining why some individuals become entrepreneurs and others do not. Several 
intentions models including the Entrepreneurial Attitude Orientation model, the 
Entrepreneurial Event model, the Theory of Planned Behaviour and the 
Entrepreneurial Potential model are described in the paragraphs that follow. 
 
3.2.1 ENTREPRENEURIAL ATTITUDE ORIENTATION MODEL  
 
Attitude towards entrepreneurship is considered to be a significant predictor of 
entrepreneurial intentions (Cañizares & García 2010; Dabic et al. 2012; Schwarz et 
al. 2009; Stephan et al. 1987). Attitude refers to favourable or unfavourable 
evaluations of performing a behaviour, where the more positive the attitude towards 
the behaviour, the more likely the behaviour in question will be performed (Liñán et 
al. 2005:3). Therefore, intentions predict behaviour and attitude in turn predicts 
intentions to perform that behaviour (Krueger, Reilly & Carsrud 2000:416). 
 
According to Krauss, Frese, Friedrich and Unger (2005:317), “attitude orientation” 
refers to evaluations of a behaviour based on cognitive and affective beliefs. Shariff 
and Saud (2009:131) add the observation that attitude is a tripartite model which 
considers affective, cognitive and conative reactions towards an object or behaviour. 
Affective reactions are positive or negative feelings towards the object or behaviour; 
cognitive reactions are based on one’s knowledge and beliefs about performing the 
behaviour; and conative reactions involve an inclination to behave in a certain way 
towards the object or given behaviour. According to Gibson, Walker and Harris 
(2010:102), Paço et al. (2011:25) and Qiu (2008:817), the Entrepreneurial Attitude 
Orientation model predicts the attitude towards a behaviour by considering four 
attributes or characteristics present in the individual. These attributes are 
achievement, self-esteem, personal control and innovation (see Figure 3.1).  
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Figure 3.1 
Entrepreneurial Attitude Orientations Model  
 
 
 
 
 
 
 
(Source: Gibson et al. 2010; Paço et al. 2011; Qiu 2008;) 
 
As seen in Figure 3.1, the presence of the attributes achievement, self-esteem, 
personal control and innovation influence the attitude towards performing a 
behaviour. However, Shariff and Saud (2009:129) suggest that it is not only the 
presence of these attributes in an individual that predicts behaviour, but rather the 
reaction of an individual who possesses these attributes to performing a considered 
behaviour. These reactions may be affective, cognitive or conative in nature. 
 
3.2.2 THEORY OF PLANNED BEHAVIOUR  
 
According to Krueger et al. (2000:413), entrepreneurial behaviour is a planned 
behaviour and can therefore be predicted rather than explained by considering the 
intentions to perform that behaviour. The nature of entrepreneurial behaviour is 
difficult to observe, rare and unpredictable (Basu & Virick 2007:79). As a result, the 
Theory of Planned Behaviour (Ajzen 1991) has been used to assess 
entrepreneurship from a psychological perspective. According to Ajzen (1991:181), a 
significant predictor of planned behaviour is the intention to perform that behaviour. 
Intention refers to the extent to which one is willing to perform the behaviour and the 
extent of his/her efforts to perform that behaviour. As a result, the stronger the 
intention to perform the behaviour, the more likely the behaviour in question will be 
performed. 
 
Given that the behaviour in question is voluntary in nature, Ajzen (1991:182) states 
that intrinsic factors which individuals control, play a significant role in their intentions 
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to perform a behaviour. The attitude towards the behaviour, the subjective norms 
regarding the behaviour and the perceived behavioural control of performing the 
behaviour, influences the individual’s intentions to perform a given behaviour (Ajzen 
1991; Gelderen et al. 2008; Kautonen et al. 2013; Solesvik 2013). These factors are 
illustrated in Figure 3.2 below. 
 
Figure 3.2 
The Theory of Planned Behaviour  
 
 
 
 
  
 
 
 
 
 
 
 
 
 
 
(Source: Ajzen 1991) 
 
Attitude is considered to be the favourable or unfavourable evaluations of the 
performance of the behaviour (Solesvik 2013:256). Segal, Borgia, Schoenfeld and 
(2005:46) refer to attitude as the perceived attractiveness of the behaviour, where 
one evaluates whether the performance of the behaviour will result in a positive or 
negative outcome. Subjective norms refer to the perceived social pressure which 
influences the performance or non-performance of the behaviour (Solesvik 
2013:256). Laviolette, Lefebvre and Brunel (2012:722) and Paço et al. (2011:25) add 
that subjective norms are considered to be the normative beliefs regarding the 
performance of the behaviour and the willingness to conform to those normative 
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beliefs which are derived from the opinions of important influential people in the 
individual’s life, such as friends and family members. Perceived behavioural control 
refers to the individual’s perception of his/her own ability to perform a behaviour 
(self-efficacy) with the presence of the necessary resources and opportunities (Ajzen 
1991:183). Kautonen et al. (2013:699) refer to behavioural control as the perceived 
ease or difficulty of performing the behaviour, which is based on one’s intrinsic 
abilities, extrinsic resources and the opportunities available (Solesvik 2013:256).  
 
The more positive the attitude towards the behaviour, the subjective norms regarding 
the behaviour and the perceived behavioural control towards the behaviour are, the 
more likely the performance of the behaviour in question will occur (Ajzen 1991; 
Gelderen et al. 2008; Paço et al. 2011; Solesvik 2013). Ajzen (1991:183) suggests 
that the perception of behavioural control and attitude are important elements in 
considering the individual’s assessment of his/her self-efficacy – or rather, the 
perception of their abilities to perform the behaviour. According to Farrington, Sharp 
and Gongxeka (2013:83) and Gelderen et al. (2008:541), of the three behavioural 
components, attitude was found to be the most significant predictor of 
entrepreneurial intentions. 
 
Laviolette et al. (2012:722) consider subjective norms to have a weak relationship 
with behavioural intentions, because it is believed that most individuals do not make 
decisions based primarily on social pressure from friends and family. In addition, 
Krueger et al. (2000:424) suggest that the relationship between subjective norms 
and behavioural intentions are stronger in ethnic or cultural groups with long and 
rigid traditions in entrepreneurship.   
 
3.2.3 ENTREPRENEURIAL EVENT MODEL  
 
Shapero and Sokol (1982) developed the Entrepreneurial Event model that proposes 
that entrepreneurial intentions are influenced by the perceived feasibility or credibility 
of becoming an entrepreneur, the perceived desirability or attractiveness of 
becoming an entrepreneur, and the resultant propensity to act (Dabic et al. 
2012:319; Segal et al. 2005:46). 
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Figure 3.3 
Shapero’s Entrepreneurial Event Model  
 
 
 
 
 
 
(Source: Krueger et al. 2000) 
 
According to Krueger et al. (2000:418), Shapero’s model suggests that 
entrepreneurial behaviour is guided by inertia until something disrupts or displaces 
that inertia. Displacement can be positive (pull factors) or negative (push factors) 
events which result in a change in behaviour. Devonish, Alleyne, Charles-Soverall, 
Marshall and Pounder (2010:154) and Liñán et al. (2005:4) contend that perceived 
feasibility is associated with self-efficacy, being the extent to which individuals 
perceive that they have the abilities to perform the behaviour. Perceived desirability 
is associated with the attitudes displayed towards the behaviour or the degree of 
attractiveness of performing the given behaviour (Devonish et al. 2010:154; Liñán et 
al. 2005:4). Krueger et al. (2000:419) describe the propensity to act as the tendency 
to voluntarily act on one’s decisions.     
 
3.2.4 A COMPARISON OF INTENTION MODELS 
 
Elements of the Entrepreneurial Orientation model, the Entrepreneurial Event model 
and the Theory of Planned behaviour overlap. According to Krueger and Brazeal 
(1994:96) and Devonish et al. (2010:154), perceived feasibility in the Entrepreneurial 
Event model relates to perceived behavioural control or self-efficacy in the Theory of 
Planned Behaviour. Perceived desirability in the Entrepreneurial Event model relates 
to the attitude towards performing a behaviour as suggested by the Theory of 
Planned Behaviour (Dabic et al. 2012:319; Devonish et al. 2010:154; Krueger & 
Brazeal 1994:96). According to Liñán et al. (2005:3), a significant degree of mutual 
compatibility exists between the Entrepreneurial Event model and the Theory of 
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Planned behaviour. As a result, these theories have been integrated to form the 
Entrepreneurial Potential Model as depicted in Figure 3.4 (Krueger & Brazeal 1994). 
 
Figure 3.4 
Entrepreneurial Potential Model 
 
 
 
 
 
 
 
 
 
(Source: Krueger & Brazeal 1994:95) 
 
According to this model, perceived desirability, social or subjective norms, and 
attitude are interrelated factors (Nabi & Holden 2008:548). Individuals make 
favourable or unfavourable evaluations of the performance of a given behaviour 
based on their personal values and beliefs about performing the behaviour, as well 
as the opinions of important friends and family (Krueger & Brazeal 1994:97). 
According to Krueger and Brazeal (1994:96), individuals form perceptions of what 
they believe or anticipate would be a desirable outcome. 
 
According to the Entrepreneurial Potential model, a relationship exists between 
perceived behavioural control or self-efficacy (Theory of Planned Behaviour), and 
perceived feasibility (Entrepreneurial Event model) (Krueger & Brazeal 1994:97). 
Self-efficacy and perceived behavioural control refers to one’s perceived ability to 
execute a given behaviour and being equipped with the necessary competencies 
and resources to execute it successfully (Krueger et al. 2000:418).  
 
According to Krueger et al. (2000:418), the choice of performing a behaviour 
depends on the credibility of performing the behaviour relative to other alternatives. 
Performing a behaviour is considered credible when it is both desirable and feasible. 
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Furthermore, an occurrence of a particular event motivating the propensity to act and 
the potential of starting a business or becoming an entrepreneur, needs to be 
present before individuals have intentions of becoming an entrepreneur (Devonish et 
al. 2010; Krueger & Brazeal 1994; Krueger et al. 2000; Liñán et al. 2005).  
 
In summary, one can conclude that the attitude towards a given behaviour is 
influenced by an individual’s perceptions, perceptions which are sourced from one’s 
values and beliefs, and from the opinions of trusted and influential friends and family. 
The role of attitude on entrepreneurial intentions is also clearly highlighted. Given the 
importance of attitude toward a behaviour in the various intentions models and the 
role of perceptions and image in influencing attitude, the concepts themselves 
(perception, image and attitude) need to be explored.  
 
3.3 THE NATURE OF PERCEPTION, IMAGE AND ATTITUDE 
 
By considering the various intention models described above, it is clear that attitude 
towards entrepreneurship or towards becoming an entrepreneur plays an important 
role in one’s decision to become an entrepreneur. Furthermore, the influence of 
perception on attitude is important because individuals consider the perceived 
attractiveness of performing the behaviour relative to other alternatives available 
when making a decision to perform that behaviour. The nature of perception, image 
and attitude in general is described in the paragraphs that follow. 
 
3.3.1 PERCEPTION 
 
Du Plessis and Rousseau (1999:177) define perception as “the process by which an 
individual observes, selects, organises and reacts to environmental stimuli in a 
meaningful way”. According to Liñán, Santos and Fernández (2011:374), perception 
is a cognitive concept of the mental representations that one has of a given concept. 
These representations are formulated through interaction with the external 
environment and captured by the individual’s senses, and comprehended in the 
individual’s mind (Liñán et al. 2011:374).  
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According to Baloglu and McCleary (1999:874), perception is influenced by external 
stimuli and information sources. These external stimuli include social stimuli received 
from the advice and opinions of friends and relatives, as well as the symbolic stimuli 
from promotional efforts by the media. Edelman and Yli-Renko (2010:837), however, 
contend that perception is based on the notion that individuals make decisions based 
on subjective assessments rather than objective environmental factors. As 
individuals become more prone to active information sources, they start selecting 
certain information sources that are similar to or slightly different from each other. In 
doing so, images are induced and positive or negative associations are made based 
on the subjective assessments of the individual. (Edelman & Yli-Renko 2010:837; 
Baloglu & McCleary 1999:874). The nature of these images, formulated as a result of 
various stimuli, are described below. 
 
3.3.2 IMAGE 
 
According to Gallarza et al. (2002:56) and Yasin, Noor & Mohamad (2007:40), image 
is an expression of knowledge, impressions, prejudice, imagination and emotional 
thoughts that one has about a given subject or object. Baloglu and McCleary 
(1999:871) describe image as the “set of beliefs, ideas and impressions which form 
the mental representation that people have of a given concept or stimulus”. These 
mental representations are formed as a result of processed information from various 
sources. Koubaa (2008:141) adds that image is the reasoned and emotional 
perception individuals have of a given concept that appeals to their functional and 
symbolic beliefs. According to Echtner and Ritchie (2003:42), when a mental 
representation is unique to an individual, that representation is considered to be the 
image which the individual has of the concept. However, if the mental representation 
is one held by the public, it is referred to as a stereotype. Image in the context of 
brand image refers to the unique combination of appealing attributes, characteristics, 
and aspects adding value on both a functional and non-functional level, which 
represent relevant meaning in the mind of a consumer (Prayag 2010:464).  
 
The formation of image is stimulated by external stimulus factors and psychological 
factors (Martin & Rodríguez del Bosque 2008:263). External stimulus factors refer to 
the physical interaction with the object or concept, the physical attributes of the 
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concept and previous experience. Psychological factors refer to the social and 
psychological characteristics of the individual and his/her motivations (Baloglu & 
McCleary 1999:870). Martin and Rodríguez del Bosque (2008:265) propose that the 
formation of image should not only be formed based on one’s knowledge, prior 
experience and beliefs of the concept, but should also take how one feels about the 
concept into consideration. According to Baloglu and McCleary (1999:870) and 
Prayag (2010:473), the evaluations made by individuals of the stimulus and 
psychological factors of a concept that guide the formation of image are tri-structured 
in nature, consisting of different levels of evaluations, being affective, cognitive and 
holistic in nature. 
 
Affective evaluations are one’s motives and the emotions attached to or the feelings 
towards a given concept or stimuli (Baloglu & McCleary 1999:870; Prayag 
2010:466). According to Beerli and Martín (2004:664), affective evaluations refer to 
the value individuals derive based on their motivations and the degree to which their 
needs are satisfied. Slovic et al. (2007:2) suggest that affective evaluations are the 
positive or negative qualities of a concept that individuals experience or consciously 
or subconsciously feel towards the concept. Affective reactions occur automatically, 
and individuals rely on their affective reactions to stimuli to guide information 
processing and judgement. When one decides on performing a given behaviour 
based on how they feel about it, this is referred to as the affect heuristic (Slovic et al. 
2007:2). In addition, Prayag (2010:466) proposes that affective evaluations have a 
relationship with the push and pull factors of entrepreneurship, where push factors in 
the context of image represent attributes that fulfil desired needs and pull factors 
represent the attractiveness of the concept’s attributes (Slovic et al. 2007:2). 
 
Baloglu and McCleary (1999:870) as well as Prayag (2010:466) consider the 
cognitive element of image to be the evaluations of the concept’s functional 
attributes, and the knowledge and beliefs about the attributes of the concept that are 
derived from induced sources. Holbrook (1978:545) contends that the cognitive 
elements of image refer to the beliefs one has that the attributes of a given concept 
differ in perceived importance and desirability. Prayag (2010:466) adds that the 
common and unique attributes of a concept also constitute cognitive evaluations. 
When individuals use their cognition to reason,  Tausczik and Pennebaker (2009:35) 
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consider it to be a process of differentiating between multiple solutions that satisfy 
distinguishing needs and the extent to which the individual integrates among 
solutions. According to Beerli and Martín (2004:658), the affective component of 
image is derived from the cognitive component because individuals establish what 
they know about the concept before they develop feelings towards it.   
 
The holistic component of image refers to a combination of both cognitive and 
affective evaluations to form an overall image of the concept (Baloglu & McCleary 
1999:873). Prayag (2010:466) adds that symbolic attributes such as family 
orientation and associations with celebrities and role models constitute holistic 
evaluations, and provide a summary of both cognitive and affective evaluations to 
represent the essence of the concept. According to Meenaghan (1995:27), holistic 
evaluations stem from the extrinsic values of the concept or object. Once one has 
made an assessment based on what they know about the objective attributes of the 
concept and determined what their feelings are towards the concept, an overall 
image is formed (Baloglu & McCleary 1999:873). Echtner and Ritchie (2003:40) 
postulate that when individuals have narrowed down their options after considering 
their cognitive and affective evaluations of their choices, they usually consider what 
their overall impression is, being the holistic component of image. 
 
According to Vahie and Paswan (2006:70), the collection of associations made by 
individuals to form an image of a concept lead to the perceptions the individual has 
of that concept. Human behaviour is dependent on image as opposed to objective 
reality (Baloglu & McCleary 1999:871). Gallarza et al. (2002:56) consider image to 
be an important aspect of behaviour because it influences an individual’s subjective 
perception when making decisions. Cognitive, affective and holistic evaluations thus 
form the elements that make up the image of a concept in the minds of individuals, 
which in turn influences their perceptions. The perceptions of the attributes of a 
concept influence the decision process – and depending on the positiveness or 
negativeness of these perceptions, potential entrepreneurs will either select 
entrepreneurship as a career choice for further scrutiny or discard it from their 
consideration sets (Prayag 2010:465). 
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3.3.3 ATTITUDE 
 
According to Pritchard and Funk (2010:1018), attitude is a psychological tendency to 
evaluate something as either favourable or unfavourable, where the core elements of 
attitude include a degree of evaluation and judgement. Paço et al. (2011) considers 
attitude to be a product of one’s beliefs, and his or her evaluation of those beliefs. In 
addition, Schwarz et al. (2009:274) consider attitude to be consistently responding 
consciously or subconsciously to a given concept with favour or disfavour. 
Furthermore, Pritchard and Funk (2010:1018) consider attitude to be important if it is 
substantial, of psychological significance and if it is accessible from memory. Holland 
et al. (2002:870) believe that if an attitude is strong enough and can be recalled from 
memory, then it is significant enough to influence behaviour. 
 
According to Holbrook (1978:545), attitude is made up of three components, namely 
conative, affective and cognitive reactions to a given object or behaviour. The 
conative component represents behavioural intention, the affective component 
appeals to an individual’s preferences, general liking and desirability, while the 
affective component depends on a set of cognitive elements, where the individual 
believes that engaging in certain behaviour offers various attributes differing in 
importance or desirability. Holland et al. (2002:869) posit that a relationship exists 
between attitude and behaviour. Pritchard and Funk (2010:1018) suggest that the 
relative social importance or the importance one places on performing a behaviour 
based on one’s beliefs influences the strength of one’s emotional reaction to 
performing that behaviour. In other words, the more importance placed on an object 
or the performance of a behaviour, the more favourable or unfavourable one’s 
attitude towards performing that behaviour will be. This relationship is evident in 
consumer behaviour, voting behaviour, environmental behaviour, drug use and 
discrimination, amongst others (Holland et al. 2002:869). The relationship can also 
be observed when confronted with social issues such as abortion or corporal 
punishment (Pritchard & Funk 2010:1018). 
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3.3.4 THE RELATIONSHIP BETWEEN PERCEPTION, IMAGE AND 
ATTITUDE  
 
From the paragraphs above, common elements can be seen to exist between 
perception, image and attitude. These common elements are summarised in Table 
3.1. 
Table 3.1 
Common elements between perception, image and attitude 
Perception Image Attitude 
Subjective assessments 
Induced images 
Cognitive 
Behavioural intentions 
Beliefs 
Behaviour 
Subjective perception 
Mental impressions 
Affective 
Cognitive 
Holistic 
Beliefs 
Behavioural intentions 
Self-perception 
Mental representations 
Affective 
Cognitive 
(Source: Researcher’s own construction) 
 
To accurately describe the relationship between perception, image, and attitude, 
dictionary definitions of these terms provide an objective interpretation. Perception is 
defined as “the act or faculty of perceiving, or apprehending by means of the senses 
or of the mind, cognition or understanding” or as “immediate or intuitive recognition 
or appreciation, as of moral, psychological, or aesthetic qualities, insight, intuition, 
discernment” (Collin’s English Dictionary 2010). In other words, perception refers to 
how an individual sees a concept, which is formed based on what an individual 
knows and understands of the concept. 
 
Image is defined as “a mental representation of something previously perceived, in 
the absence of the original stimulus” (Collin’s English Dictionary 2010). This 
definition is consistent with that of brand image, in that mental representations are 
referred to, based on previous assessments. Attitude is defined as the “manner, 
disposition, feeling, position, with regard to a person or thing, tendency or 
orientation, especially of the mind” (Collin’s English Dictionary 2010). Therefore, it 
can be argued that attitude is best described as how one feels about a person or 
thing, which dictates his/her behaviour towards it as being either positive or negative. 
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When describing the relationship between perception, image and attitude, one can 
conclude that perception and image are similar in formation, being via mental 
representations. Image, however, holds both affective and cognitive value in an 
individual’s mind, where perception is considered to be cognitive representations 
based on external sources of information. Attitude concerns how an individual 
behaves based on the perception or image occupying his/her mind, being a positive 
attitude based on positive perceptions or a negative attitude based on negative 
perceptions. In summary, perception is the process by which an individual observes, 
selects and organises information about a phenomenon. It is from this perceived 
information that an image of the phenomenon is formulated. This image can be 
interpreted in terms of positive or negative associations, which leads to an attitude 
towards the phenomenon. As described in the various intentions-based models, the 
attitude exists towards the behaviour with regard to the phenomenon. 
 
3.4 PERCEPTION, IMAGE AND ATTITUDE IN THE CONTEXT OF 
ENTREPRENEURSHIP 
 
In the sections above, the nature of perception, image and attitude was described. In 
the paragraphs to follow, how these concepts relate to entrepreneurship and 
entrepreneurial behavioural will be discussed. 
 
3.4.1 THE PERCEPTIONS OF ENTREPRENEURSHIP  
 
According to Liñán et al. (2011:376), perceptions in entrepreneurship play an 
important role, since the judgements individuals make based on their perception 
influences their decisions to become entrepreneurs. The existing perceptions of 
entrepreneurship vary among different theories, schools of thought and disciplines. 
When considering theories from social, psychological, cultural and economic 
perspectives, valuable knowledge has been generated that provides an 
understanding of entrepreneurial behaviour, intentions and perceptions (Wu & Li 
2011:135). Wu and Li (2011:135) argue that the economic approach to the study of 
entrepreneurship focuses primarily on the monetary value expected from 
entrepreneurship, which determines the likelihood of business success. The social 
and cultural dimension holds that individuals are more likely to choose 
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entrepreneurship as a desirable career choice if the conditions are favourable to do 
so (Morris et al. 1996). However, the social approach raises the question as to what 
would be considered favourable conditions, as these would differ for each individual, 
leaving it difficult to specify critical factors (Davidsson 2003). 
 
The psychological approach has revealed pertinent traits that are observed in 
entrepreneurs: traits which differentiate entrepreneurs from managers or small 
business owners. Common traits associated with entrepreneurs presented in 
literature include commitment, determination, leadership abilities, teambuilding skills, 
opportunity driven, tolerance for risk, creativity, self-reliance, visionary, a dreamer, a 
charismatic leader initiative, self-confidence, resourcefulness, independence, 
persuasiveness, tolerance for uncertainty, seeing ambiguous situations as 
challenges rather than problems, imagination, high need for achievement, and a 
strong belief in being in control of one’s own destiny (Alstete 2008:585; Bennett 
2006:168; Pillis & Reardon 2007:383-384). The trait approach has, however, been 
criticised for its inconsistency and static nature given the dynamic and complex 
nature of entrepreneurship (Wu & Li 2011:135). 
 
According to Nagy et al. (2010:20), an important driver of entrepreneurial activity is 
how entrepreneurship is perceived. Various perceptions of the rewards, drawbacks 
and challenges of entrepreneurs and entrepreneurship are shared by students, 
business owners and the general public (Brown et al. 2011; Cañizares & García 
2010; Davey et al. 2011; Moy et al. 2003; Stephan et al. 1987; Zacharakis, Meyer, & 
DeCastro 1999). A perception exists that there are differences between genders in 
the capacity to be an entrepreneur (Arenius & Kovalainen 2006; Birley 1988; 
Cañizares & García 2010; Dabic et al. 2012), as well as differences in the 
entrepreneurial capacities of various ethnic and cultural groups (Altinay 2008; Basu 
1998; Boyd 2008; Clark & Drinkwater 2000; Mensah & Benedict 2010). According to 
these studies, norms and expectations differ amongst communities and cultures, and 
as a result it is understood that individuals from certain ethnic groups have a more 
positive perception of entrepreneurship than others.  
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3.4.2 THE IMAGE OF ENTREPRENEURSHIP 
 
According to Edelman and Yli-Renko (2010:834), “an opportunity is an image in an 
individual’s mind, and this image is what drives start-up behaviour.” From this 
statement, one can conclude that the perceptions of a viable business opportunity 
form an image that occupies an individual’s mind, and based on the nature of this 
image, influences whether that individual has favourable or unfavourable evaluations 
of performing the behaviour. 
 
Therefore, if the image of an entrepreneur is portrayed as a desirable career choice 
to the general public, there will be a higher demand and supply of entrepreneurs 
(Stephan et al. 1987:175). Furthermore, according to Graeff (1996:4), brand 
marketers strive to create a brand image that is similar to the self-image of an 
entrepreneur. Pillis and Reardon (2007:388) indicate that if the image of being an 
entrepreneur is consistent with an individual’s self-image, then the likelihood of that 
individual having intentions of becoming an entrepreneur increases. Therefore, one 
can conclude that if a favourable image of an entrepreneur is formed, and that image 
is consistent with the self-efficacy or self-image of an individual, then individuals are 
more likely to have positive perceptions of being an entrepreneur, and would most 
likely have intentions to become an entrepreneur. 
 
According to Beeka and Rimmington (2011:149), selecting entrepreneurship as a 
career is a rational choice guided by several cognitive factors. However, potential 
entrepreneurs do not always have the necessary information available to make a 
rational choice. As previously discussed, models that focus on the perceptions of 
entrepreneurship and ensuring entrepreneurial behaviour include the Theory of 
Planned Behaviour (Kautonen et al. 2013:669), The Entrepreneurial Potential model, 
The Entrepreneurial Event model and the Davidsson model (Paço et al. 2011:25; Qiu 
2008:817). However, Slovic et al. (2007:2) note that due to the rationalistic nature of 
the decision to become an entrepreneur, the main focus of descriptive decision 
research focuses primarily on the cognitive rather than the affective considerations 
when making a decision. Slovic et al. (2007:2) add that attention is drawn to making 
decisions on not only what is known but based on how one feels. 
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3.4.3 ATTITUDE AND ENTREPRENEURSHIP 
 
According to Uslay et al. (2002:102), attitude is a useful indicator of entrepreneurial 
tendencies, and has an indirect influence on entrepreneurial intentions. Nabi and 
Holden (2008:548) also regard attitude as an important aspect in the context of 
entrepreneurship, because individuals evaluate whether entrepreneurship is a 
desirable career choice based on their attitude towards it. 
 
According to Moy et al. (2003:18), entrepreneurship may not thrive if society holds a 
negative attitude towards it. A person will thus consider entrepreneurship as 
desirable if he/she believes the outcomes thereof to be favourable (Nabi & Holden 
2008:548). Moy et al. (2003:18) believe that positive views and mass support from 
the public might motivate people to start their own business. A powerful source of 
societal support is that of the government and the general public. According to Liñán, 
et al. (2011:374), potential and current entrepreneurs are influenced by their external 
environment (stimuli), their motivations (push and pull factors) and perceptions when 
formulating an attitude towards becoming an entrepreneur, where a favourable 
attitude determines subsequent entrepreneurial behaviour.  
 
Although the focus so far has been on how an one’s attitude towards the behaviour 
of becoming an entrepreneur influences one’s entrepreneurial intentions, several 
studies (Fitzsimmons 2005; Pillis & Reardon 2007; Pritchard & Funk 2010) have 
considered how a person’s attitude towards various intrinsic and extrinsic variables 
influences the subsequent choice of becoming an entrepreneur. For example, 
Schwarz et al. (2009) conducted a study among students investigating how their 
attitude towards different intrinsic and extrinsic variables influenced their intention to 
become an entrepreneur. Intrinsic variables included investigating the attitude of 
students towards change, money, competitiveness and entrepreneurship, whereas 
extrinsic variables included investigating the attitude of students towards 
environmental support, barriers and the university environment. It was found that a 
positive attitude towards most of these variables would lead to the increased 
likelihood of entrepreneurial intentions. This was, however, not true when 
considering the attitude towards competitiveness and environmental support for 
entrepreneurship. 
62 
 
Uslay et al. (2002) conducted a study among students of different countries of origin 
to determine whether their attitudes towards entrepreneurship differed based on their 
nationality. Some of the factors that were considered in their study were attitude 
towards financial gain, risk and lack of experience as a barrier. Attitude thus plays an 
important role in the context of entrepreneurship, not only in terms of the attitude 
towards behaviour, but also in terms of the perceived factors that contribute to a 
favourable or unfavourable outcome as perceived by individuals. 
 
3.5 PERCEPTION, IMAGE AND ATTITUDE OF ENTREPRENEURSHIP: 
DEMOGRAPHIC PERSPECTIVES 
 
Although the primary objective of this study is to identify the image that potential 
entrepreneurs (students) and existing entrepreneurs (small business owners) have 
of an entrepreneur, differences in the image of an entrepreneur based on selected 
demographic variables will also be investigated. For the purpose of this study the 
demographic variables investigated include level of education, status (student or 
small business owner), gender, ethnicity, and relation to an entrepreneur (related or 
not related to an entrepreneur). Each of these will be elaborated on in the 
paragraphs that follow. In addition, several hypotheses are proposed that will be 
subjected to empirical testing. 
 
3.5.1 LEVEL OF EDUCATION AND THE PERCEPTIONS OR IMAGE OF 
ENTREPRENEURSHIP  
 
Several studies have examined the influence of human capital on entrepreneurial 
success (Hartog, van Praag & van der Sluis 2010; Kim, Aldrich & Keister 2006; 
Laukkanen 2000; Robinson & Sexton 1994). Human capital refers to advanced 
education and experience gained from being a business owner or business manager 
that give individuals the necessary skills and qualifications to successfully run a 
business (Kim et al. 2006:5). According to Basu and Virick (2007:80), exposure to 
entrepreneurship education has an influence on the attitude of the individual towards 
entrepreneurship as a career choice and in turn, increases their levels of intention.  
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A common misconception exists that entrepreneurs are not intelligent or smart 
individuals but rather more practically inclined (Farrington & Venter 2011:78). 
Robinson and Sexton (1994:143), however, suggest that this misconception has 
been proven wrong. According to Robinson and Sexton (1994:154), the higher the 
level of education of an individual, the more likely an individual is to pursue an 
entrepreneurial career, and is more likely to succeed.  
 
According to Liñán et al. (2005:6), when a person is more knowledgeable about the 
entrepreneurial environment, he/she is more likely to have a realistic perception of 
the skills and competencies required to operate a successful business and are able 
to make more realistic assessments of his/her perceived capabilities to fulfil 
entrepreneurial tasks. According to Schwarz et al. (2009:283), students who are 
studying in the field of Business Sciences have higher intention levels than students 
studying in the field of Humanities, Sciences or Technology. Furthermore, Lüthje and 
Franke (2003) found that individuals with low entrepreneurial intentions perceive the 
university environment as insufficient and not stimulating enough. Against this 
background, the following hypotheses are formulated: 
  
H01:          There is no difference in the nature of words generated by students 
participating in the word association test before completing an 
entrepreneurship module and students after completing that 
entrepreneurship module.  
 
Ha1:          There is a difference in the nature of words generated by students 
participating in the word association test before completing an 
entrepreneurship module and students after completing that 
entrepreneurship module.  
 
3.5.2 STATUS (STUDENT OR BUSINESS OWNER) AND THE 
PERCEPTIONS OR IMAGE OF ENTREPRENEURSHIP 
 
In their study, Farrington et al. (2011:10) found that differences between student and 
business owner perceptions of entrepreneurship as a career choice exist. Farrington 
et al. (2011:10) reported that students were “more idealistic in terms of the time that 
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would have available to live a balanced lifestyle, the financial benefits they would 
receive, the challenges and prestige that they would experience, and the possibilities 
for personal growth and development”, than small business owners. However, 
perceptions of entrepreneurship in terms of flexibility, stimulating, imaginative, 
security, autonomy, serving the community, stress and responsibility were not 
perceived differently by these two groups. Farrington et al. (2011) concluded that the 
expectations of students with regard to an entrepreneurial career differ from the 
reality of being an entrepreneur. This finding is supported by Alstete (2008:591), who 
suggests that the motivations of potential entrepreneurs to become an entrepreneur 
change once those individuals actually become entrepreneurs. 
 
According to Gibson et al. (2010:101), individuals who have had prior exposure to or 
experience with entrepreneurship will have a more favourable attitude towards 
entrepreneurship. Farrington et al. (2011:11), however, believe that the perceptions 
and attitudes of business owners towards entrepreneurship may be more realistic, 
based on their own experience. It can therefore be expected that individuals who 
have owned or currently own a business will have more realistic evaluations of what 
such a career entails based on their own beliefs and actual experiences of being an 
entrepreneur. Against this background, the following hypotheses are formulated: 
 
H02:          There is no difference in the nature of words generated by students 
participating in the word association test before completing an 
entrepreneurship module and small business owners. 
 
Ha2:          There is a difference in the nature of words generated by students 
participating in the word association test before completing an 
entrepreneurship module and small business owners. 
 
H03:          There is no difference in the nature of words generated by students 
participating in the word association test after completing an 
entrepreneurship module and small business owners. 
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Ha3:          There is a difference in the nature of words generated by students 
participating in the word association test after completing an 
entrepreneurship module and small business owners. 
 
3.5.3 GENDER AND THE PERCEPTION OR IMAGE OF 
ENTREPRENEURSHIP 
 
Several studies have noted gender differences in the perceptions and attitudes 
towards entrepreneurship (Arenius & Kovalainen 2006; Birley 1988; Cañizares & 
García 2010; Dabic et al. 2012; Danish & Smith 2012; Dawson & Henley 2012; 
Kirkwood 2009; Orhan & Scott 2001). According to Cañizares and García 
(2010:770), women are perceived to be less entrepreneurial and less risk-tolerant 
(Dabic et al. 2012:320) than men. It is also believed that women are less likely to 
seek external finance as they believe there to be barriers to finance accessibility 
(Kirkwood 2009:348). Dabic et al. (2012:320) add that women have a lower self-
concept of their perceived abilities to become an entrepreneur and in turn have less 
interest in becoming entrepreneurs than men. 
 
In a study conducted by Dawson and Henley (2012:713) it was found that the 
possibility of making more money was a primary motivator for men, where having a 
more flexible time schedule to spend with family was a motivator for women to 
become entrepreneurs. Kirkwood (2009:348) notes that women are often pushed, 
whereas men are often pulled towards entrepreneurship due to the differences in 
perceived benefits of entrepreneurship.  
 
It is clear from the above that women and men perceive entrepreneurship differently 
and display different attitudes towards it. As a result, it can be suggested that the 
nature of the evaluations of entrepreneurship made by men and women may differ. 
According to Kirkwood (2009:348), however, many of the motivations in men and 
women are similar in nature. Men and women perceive entrepreneurship to offer 
them a degree of independence. Against this background, the following hypotheses 
are formulated: 
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H04: There is no difference in the nature of words generated by male and 
female students. 
 
Ha4: There is a difference in the nature of words generated by male and female 
students. 
 
3.5.4 ETHNICITY AND THE PERCEPTION OR IMAGE OF 
ENTREPRENEURSHIP 
 
Studies report differences in entrepreneurial capacity among various ethnic and 
cultural groups (Altinay 2008; Basu 1998; Boyd 2008; Clark & Drinkwater 2000; 
Mensah & Benedict 2010). According to these studies, norms and expectations differ 
amongst communities and cultures, and as a result it is believed that white 
individuals have a more positive perception of entrepreneurship than non-white 
individuals. Businesses owned by non-white entrepreneurs tend to be smaller in 
terms of lower sales and fewer employees and tend to be less successful than 
businesses owned by white entrepreneurs (Fairlie & Robb 2008:1). 
 
Boyd (2008:2390) suggests that individuals of the same ethnicity tend to follow 
certain career paths that are similar in economic activity and require a similar set of 
skills, which are referred to as occupational clusters. Often these clusters involve the 
pursuit of self-employment, which requires minimal skills and no formal training. 
According to Basu (1998:315), it is perceived that ethnic groups who are in the 
minority are forced to start their own business to avoid unemployment caused by 
discrimination in the labour market. However, Basu (1998:315) adds that this is a 
common push factor that could influence all individuals to start their own business 
regardless of ethnicity.  
 
According to Chatterji and Seamans (2010:3) as well as Clark and Drinkwater 
(1998:386), non-white individuals generally start their own business at a lower rate 
than white individuals. This is attributed to family values, structure and consumer 
discrimination. Chatterji and Seamans (2010:3) add that non-white entrepreneurs 
often face more challenges in business than white entrepreneurs. It is also perceived 
that the non-pecuniary rewards of entrepreneurship are higher for non-white 
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entrepreneurs than they are for white entrepreneurs (Clark & Drinkwater 1998:386). 
It is therefore clear that differences in the perceptions and attitudes towards 
entrepreneurship exist among different ethnic groups. The following hypotheses are 
formulated and will be subjected to empirical testing: 
 
H05: There is no difference in the nature of words generated by students from 
different ethnic groups. 
 
Ha5: There is a difference in the nature of words generated by students from 
different ethnic groups. 
 
3.5.5 RELATION TO AN ENTREPRENEUR AND THE PERCEPTION OR 
IMAGE OF ENTREPRENEURSHIP 
 
Parents who are entrepreneurs can influence their children’s intentions to become an 
entrepreneur in several ways. Aldrich, Renzuli & Langton (1998:12) posit that 
entrepreneurial parents can be influential in providing an opportunity for on-the-job 
experience in the business enterprise and foster entrepreneurial skills in their 
children, which could be valuable when considering an entrepreneurial career. 
Kirkwood (2007:43) contends that another benefit for children of entrepreneurial 
parents is the exposure to the personal networks and social capital of their parents. 
Aldrich et al. (1998:13) however, suggests that the contacts generated personally 
are more significant and influential than those garnered through family connections.  
 
According to Birdthistle (2008:555), the occupational choice of one’s parents 
influences the occupational choices of that individual. Individuals are more inclined to 
enter the same fields of employment or professions as their parents. More 
specifically, Kirkwood (2007:40) suggests that individuals are more likely to have an 
entrepreneurial way of thinking if their parents were previously or are currently 
entrepreneurs. According to Franco et al. (2010:263), the perceived pressure from 
important people of reference, specifically an individual’s family has an important 
influence on an individual’s choice to become an entrepreneur, as individuals seek 
approval and reassurance from their parents and family.  
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In their study Schmitt-Rodermund (2004:510) found no relationship between having 
entrepreneurial parents and an individual’s entrepreneurial intentions. Parents do, 
however, play a significant role. As suggested by Schmitt-Rodermund (2004:510), 
the more supportive, authoritative and warm the style of parenting, the more 
entrepreneurially competent the child is likely to be. Against this background, the 
following hypotheses are formulated: 
 
H06: There is no difference in the nature of words generated by students 
related to an entrepreneur and students who are not related to an 
entrepreneur. 
 
Ha6: There is a difference in the nature of words generated by students related 
to an entrepreneur and students who are not related to an entrepreneur. 
 
3.6 SUMMARY 
 
Chapter 3 commenced with an overview of the various intentions-based models 
identified in the entrepreneurship literature.  The role of attitude on intentions in each 
of these models was highlighted. Attitude was found to be a significant indicator of 
entrepreneurial intentions, and a common element of these intentions-based models. 
The nature of perception, image and attitude was discussed, and the relationships 
between these concepts were described. The perception, image and attitude of 
entrepreneurship and an entrepreneur in general were also described. Specific 
reference was made to the perception, image and attitude of individuals based on 
their demographic profile. Several hypotheses were formulated in this regard.  
 
In Chapter 4, the research design and methodology to be adopted in the study will 
be described and motivated. More specifically, the primary and secondary research 
methods, the sampling, data collection and data analysis methods used to 
empirically test the hypotheses formulated and address the research questions of 
the study, will be elaborated on. 
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CHAPTER 4 
 
RESEARCH DESIGN AND METHODOLOGY 
 
4.1 INTRODUCTION 
 
Research is regarded as a structured enquiry based on an open system of thought, 
which uses acceptable scientific methodologies to solve problems and create new 
knowledge that is accurate and of quality (Struwig & Stead 2013:2). According to 
Hair et al. (2003:25), one must first understand the problem being investigated 
before embarking on a research investigation. This study aims to address the 
problem of low entrepreneurial activity and intentions in South Africa, specifically 
among students (potential entrepreneurs). It is believed that the image which 
students have of an entrepreneur influences their intentions to follow such a career 
and ultimately their future entrepreneurial activity in the country. By establishing the 
image of an entrepreneur, this study seeks explanations for the problem of low 
entrepreneurial activity and intentions in South Africa. Once the problem is identified, 
the issue of how it will be addressed needs to be determined by describing the 
research design and methodology. 
 
Chapter 4 presents the research design and methodology adopted in the study. The 
chapter commences with the research design, specifically describing the research 
paradigms and research methodologies adopted. Thereafter, the research methods, 
the methods of data collection as well as the sample and sampling techniques are 
described. The manner in which the validity and reliability of the study is assessed is 
also described. In conclusion, the methods adopted for analysing the data are 
discussed.  
 
4.2 RESEARCH DESIGN 
 
According to Henning, van Rensburg and Smit (2004:30), a research design refers to 
the plan by which research is conceived as well as executed to address the research 
questions and rationalise the findings. Zikmund, Babin, Carr and Griffin (2010:67) 
suggest that researchers should select a design that would be most appropriate to 
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address the objectives that the researcher aims to achieve. When selecting a 
research design, the methods, techniques and procedures for conducting the 
research need to be selected and motivated. The research design thus determines 
the type of data collection and the type of data analysis techniques adopted in a 
study (Bryman & Bell 2011:17). According to Collis and Hussey (2009:11), the first 
step in describing the research design is to determine the research paradigm to be 
adopted in a study. The two main research paradigms as well as their various 
approaches and methodologies are elaborated on in the paragraphs to follow.  
  
4.2.1 QUANTITATIVE AND QUALITATIVE PARADIGMS  
 
A research paradigm provides guidance regarding how the research should be 
conducted (Collis & Hussey 2009:11). According to Krauss and Putra (2005:758) as 
well as, Houghton, Hunter and Meskell (2012:34) a research paradigm addresses 
the ontology (beliefs or philosophies about reality), epistemology (how one comes to 
know what reality is) and methodology (how to conduct research with the aim of 
addressing the research problem) of a research study. Two main research 
paradigms exist, namely a quantitative and a qualitative paradigm (Henning et al. 
2004:3). According to Bryman and Bell (2011:24), each research paradigm provides 
for different analyses as each addresses research problems in a different way.  
 
According to Henning et al. (2004:3), quantitative research aims to establish how 
controlled variables are related to each other with predetermined research 
instruments that do not allow the thoughts and feelings of research subjects to be 
captured. A quantitative research paradigm is thus guided by theories established in 
previous research, thereby involving more structured research methods and the 
sourcing of primary data (Struwig & Stead 2013:3). Quantitative research is objective 
in nature and concentrates on measuring phenomena by collecting and analysing 
numerical data and performing statistical tests (Collis & Hussey 2003:13). 
Furthermore, quantitative studies require large samples to make generalisation from 
a sample to the population so that hypotheses can be tested (Bryman & Bell 
2011:150).  
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A qualitative research paradigm is a subjective form of research which examines 
perceptions in order to gain a better understanding of human behaviour. This 
understanding of human behaviour is achieved by using qualities and non-numerical 
characteristics (Zikmund et al. 2010:133). Variables studied in qualitative research 
are usually not controlled or confined to a restrictive research instrument (Henning et 
al. 2004:3). As such, qualitative studies use small samples that are rich and 
subjective in nature, with the aim of generating theories that can be generalised from 
one setting to another (Collis & Hussey 2009:55). Struwig and Stead (2013:18) add 
that a qualitative research paradigm aims to determine the research participants’ 
understanding of a particular phenomenon or issue in order to develop an initial 
understanding of the concept, which is later tested through formal research.  
 
According to Struwig and Stead (2013:15), the main difference between quantitative 
and qualitative research paradigms is their ontology, or how they view reality. In 
quantitative research, the phenomenon under investigation is considered to be 
independent of the context or environment and therefore cannot influence or be 
influenced by the investigator (Struwig & Stead 2013:15). Qualitative research 
paradigms do not consider reality to be separate from the researcher and therefore 
cannot be completely objective and independent from the research (Krauss & Putra 
2005:758). Table 4.1 summarises the main features of quantitative and qualitative 
research paradigms. 
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Table 4.1 
Differences between quantitative and qualitative research 
Quantitative Qualitative 
Uses large samples Uses small samples 
Concerned with hypothesis testing  Concerned with generating theories 
Produces precise, objective quantitative data Produce rich, subjective qualitative data 
Produces results with high reliability but low 
validity 
Produces results with low reliability but high 
validity 
Aims to measure and test data Aims to observe and interpret data 
Generalisations from sample to sample Generalisations from one setting to a similar setting 
Highly structured to examine the precise 
concepts of the study 
Invariably structured to retrieve deeper 
understandings that emerge from the data 
Theoretical work precedes the data collection Theoretical concepts emerge out of data collection  
(Source:  Bryman & Bell 2011; Collis & Hussey 2009; Zikmund et al. 2010) 
 
The aim of the present study is to determine the deeper meanings and associations 
that individuals make when confronted with the term “entrepreneur”. It is through the 
words that individuals associate with the term, that the deeper meaning occupying 
their minds with regard to the term can be identified. As such, this study focuses on 
exploring the complexity of the phenomenon or term “entrepreneur”,  with the aim of 
gaining a deeper understanding of the meaning behind the word (Collis & Hussey 
2009:57; Struwig & Stead 2013:15; Zikmund et al. 2010:136). The qualitative 
approach is thus the most appropriate for this study. A qualitative research paradigm 
offers suitable tools to assess the mental representations of an entrepreneur as held 
by individuals, thereby revealing how they  perceive the concept (Roininen et al. 
2006:20). According to Collis and Hussey (2009:73), it is important to select a 
research methodology and appropriate research methods that complement the 
research paradigm adopted. These various methodologies are discussed in the 
paragraphs to follow.  
 
4.2.2 RESEARCH METHODOLOGY AND APPROACH 
 
According to Collis and Hussey (2009:67), the overall approach to conducting 
research is referred to as the research methodology, which illustrates the body of 
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various methods to be used in a study. The paragraphs below provide a description 
of the research methodologies used in both quantitative and qualitative research.  
 
4.2.2.1 Quantitative methodologies and approaches 
 
Quantitative research methodologies include exploratory, descriptive and 
experimental approaches (Struwig & Stead 2013:3). Exploratory research is best 
used when attempting to clarify ambiguous situations (Zikmund et al. 2010:54) or 
when minimal information is available or accessible from which to draw conclusions 
(Hair et al. 2003:56). This type of research aims to draw a significant amount of 
information from a small sample to develop hypotheses that will aid further 
investigation. The most appropriate research methods used in conjunction with this 
approach are surveys and focus groups. (Struwig & Stead 2013:7). 
 
Descriptive research aims to describe a particular phenomenon or provide measures 
for a particular event or activity (Hair et al. 2003:57; Zikmund et al. 2010:55). 
Quantitative case studies used in the first step of the research process and statistical 
methods such as measures of dispersion and central tendency are research 
methods that are often associated with descriptive research (Struwig & Stead 
2013:7). 
 
When conducting experimental research, researchers manipulate a variable within 
an artificial setting or controlled environment to determine what resultant changes 
will occur in the environment (Hair et al. 2003:64). According to Struwig and Stead 
(2013:8), experimental research is conducted to determine whether the occurrence 
of one event is caused by the occurrence of another (Struwig & Stead 2013:4; 
Zikmund et al. 2010:57) or if a change in one variable causes a change in the other 
variable (Hair et al. 2003:64).  
The various research methods associated with the quantitative methodologies 
mentioned above will be discussed in more detail in section 4.3.1. The section below 
provides insights into the methodologies and approaches associated with qualitative 
research. 
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4.2.2.2 Qualitative methodologies and approaches  
 
Various approaches to qualitative research exist, however Struwig and Stead 
(2013:12) have categorised them based on the nature and purpose of the research. 
These approaches are illustrated in Table 4.2. Only the most common 
methodologies used in qualitative research will be elaborated on in the paragraphs 
that follow. 
 
Table 4.2 
Qualitative research methodologies and approaches 
Purpose of the research Research approach 
Relating to the characteristics of 
language 
Content analysis 
Discourse analysis 
Ethnoscience 
Symbolic interaction 
Connections among identified and 
categorised elements are sought 
Grounded theory 
Ethnographic content analysis 
Event structure analysis 
Discovery of regularities in the form of 
patterns 
Phenomenography 
Naturalist enquiry 
Action research 
Comprehension of the meaning of text 
or action 
Phenomenology 
Hermeneutics 
Case studies 
(Source:  Struwig & Stead 2013:13) 
 
A content analysis involves gathering and analysing written, spoken or visualised 
text (Struwig & Stead 2013:2). According to Kassarjian (1977:9), a content analysis 
is considered a qualitative method of observation and analysis. However, the 
quantification of qualitative data is a distinguishing feature of content analysis and it 
is this feature that differentiates it from other qualitative research methods 
(Kassarjian 1977:9). It is for this reason that content analyses are often used as a 
means of quantifying qualitative data (Struwig & Stead 2013:12). When quantifying 
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qualitative data, quantitative content analysis is undertaken. In this study quantitative 
content analysis is considered to be a quantitative research method and is discussed 
in more detail in section 4.4.3.1 
 
Grounded theory aims to derive theory by developing concepts that fit the data 
collected (Struwig & Stead 2013:13). Collis and Hussey (2009:84) consider 
grounded theory to be a research methodology that involves a systematic process to 
induce theoretical concepts about a particular phenomenon. Grounded theory is 
most appropriate when studying a highly dynamic environment with rapid change, 
where the theory is developed around the phenomenon (Zikmund et al. 2010:139). 
The data analysis and data collection methods are thus closely related to one 
another (Bryman & Bell 2011:576).  
 
Action research involves monitoring the effects of a change brought about by the 
researcher in a partially controlled environment with the aim of finding a solution to a 
problem (Collis & Hussey 2009:81). The purpose of this form of research is thus 
highly outcome-orientated, where the research participants have a high degree of 
involvement in the research process (Struwig & Stead 2013:14). 
 
Phenomenological research focuses on exploring the complexity of a phenomenon 
with the aim of gaining a deeper understanding of the phenomenon (Collis & Hussey 
2009:57). Struwig and Stead (2013:14) as well as Zikmund et al. (2010:136) contend 
that phenomenology focuses on understanding the meaning behind texts or actions 
and aims to determine how the behaviour of an individual is influenced by the 
relationships they have with a person, object or a situation. To ensure effective 
observations, the researcher has minimal interference with the research subject and 
avoids asking direct questions (Creswell, Hansen, Clark Plano & Morales 2007:252).  
 
Case studies refer to analysing historical data that describes a particular 
phenomenon, person or organisation, by searching for themes based on frequently 
occurring concepts (Zikmund et al. 2010:140). The aim of this approach is to acquire 
an in-depth knowledge of a single phenomenon, using various research methods to 
validate the research (Collis & Hussey 2009:82). 
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4.2.2.3 Mixed methods 
 
According to Sandelowski (2000:746), the study of human behaviour is too complex 
to be confined to one method of research or research paradigm. As a result, 
researchers are increasingly combining quantitative and qualitative research tools 
and techniques to expand the scope of study and reveal deeper meanings and 
insights (Johnson & Onwuegbuzie 2004:14; Sandelowski 2000:746). Collis and 
Hussey (2009:57) suggest that a continuum of paradigms exists where the 
assumptions and characteristics of one paradigm are often replaced by the 
characteristics of another. According to Johnson, Onwuegbuzie and Turner 
(2007:113), mixed method research can be considered a research method or 
paradigm on its own which can be positioned on a continuum of paradigms between 
quantitative and qualitative paradigms.  
 
Figure 4.1 illustrates this continuum of research paradigms. A qualitative dominant 
research paradigm exists when the overall approach and view of the research 
process is qualitative in nature, but the addition of quantitative data occurs because 
the researcher believes it to reveal more beneficial results (Johnson et al. 2007:124). 
On the other end of the continuum, a quantitative dominant research approach 
adopts an overall approach or view of the research process which is quantitative in 
nature, but considers elements of qualitative data for more salient results. Equal 
status or pure mixed research is where the researcher adopts a mixed research 
approach and view of the research process, and applies a combination of mixed 
paradigms, methodologies and research methods (Johnson et al. 2007:124). 
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Figure 4.1  
Three major research paradigms, including subtypes of mixed methods 
research 
 
 
(Source:  Johnson et al. 2007:124) 
 
The present study adopts a qualitative research paradigm with a phenomenological 
approach to achieve the research objectives of the study. However, the study makes 
use of qualitative methods for data collection and quantitative methods for data 
analysis. As such, a mixed method approach is adopted. Specifically, a qualitative 
dominant mixed research method is implemented. In the paragraphs below, the 
research methods applied in both quantitative and qualitative studies will be 
discussed. In addition the methods adopted in this study will be elaborated on. 
 
4.3 RESEARCH METHODS  
 
As previously mentioned, a research methodology refers to the overall approach to a 
research project, taking cognisance of the body of various research methods 
available. Research methods are thus the tools or techniques used to collect and 
analyse data (Collis & Hussy 2009:67). Since the research paradigm and approach 
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adopted in the study have been identified, the various data collection and data 
analysis methods available will be elaborated on in the paragraphs below.  
 
4.3.1 QUANTITATIVE RESEARCH METHODS 
 
The primary methods of collecting quantitative data include interviews, surveys and 
observations (Collis & Hussey 2009:191; Struwig & Stead 2013:89). For quantitative 
studies, interviews can either be structured or semi-structured (Struwig & Stead 
2013:89). In structured interviews, the interviewer has minimal participation and asks 
the same predetermined questions to all the interviewees without deviation (Struwig 
& Stead 2013:90). Semi-structured interviews are guided by predetermined 
questions; however the interviewees are given an opportunity to discuss issues that 
are not confined to the interview schedule.    
 
According to Zikmund et al. (2010:186), surveys are used to describe a phenomenon 
or to determine the reasons for its occurrence. The nature of the information to be 
included in surveys depends on the purpose and objectives of the research. Surveys 
can be administered through personal interviews, telephone surveys and mail 
surveys (Struwig & Stead 2013:92). Zikmund et al. (2010:186) consider surveys to 
be a quick, affordable, efficient and accurate means of collecting quantitative data. 
  
Non-numerical and numerical data can be sourced through observations of people, 
events or objects (Hair et al. 2003:124). Zikmund et al. (2010:240) distinguish 
between visible and hidden observations, where the observer’s presence is known in 
visible observations or when the research subject is unaware that the observation is 
taking place during a hidden observation. 
 
Descriptive and inferential statistics are used when analysing quantitative data. 
Descriptive statistics provide a description of the basic characteristics of the data. 
This includes measures of central tendency, distribution and variability which are 
usually illustrated graphically. (Zikmund et al. 2010:486). Inferential statistics involve 
the use of statistical tests to draw conclusions about the influence or relationship 
between variables to provide for conclusions from a random sample that can be 
generalised to the target population (Collis & Hussey 2009:222). Examples of 
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inferential statistics include the analysis of variance (ANOVA), multiple regression 
analysis and Pearson’s correlation co-efficient (Zikmund et al. 2010:486).  
 
Collis and Hussey (2009:165) differentiate between quantifying and qualifying 
methods of collecting and analysing qualitative research. This is necessary when 
processing large amounts of qualitative data such as documents. According to Collis 
and Hussey (2009:164), a content analysis is a formal research method for doing so. 
Formal methods such as content analyses, attempt to examine patterns of behaviour 
in the data using structured coding units to determine the frequency of recurring 
variables in the data to explore usage of the text (Hsieh & Shannon 2005:1283). 
Coding units could be items, words, phrases or themes (Bryman & Bell 2011:297). 
Informal methods of quantifying data involve a simple count of the frequency of 
recurring variables or patterns in the data (Collis & Hussey 2009:165). Less formal 
methods are often used for studies where the primary data analysis tool is qualitative 
in nature, and only a smaller section of the data needs quantification (Collis & 
Hussey 2009:165). Content analysis, more specifically quantitative content analysis, 
has been adopted as the method for analysis of the data in the present study. 
Because quantitative content analysis is considered to be quantitative in nature for 
this study, it is discussed under quantitative rather than qualitative research 
methods. Content analysis will be discussed in more detail in the paragraphs below.  
 
4.3.1.1 Content analysis 
 
A content analysis is a formal research method used to transform qualitative data 
such as verbal discourse, written documents and visual representations, into 
numerical form for analysis (Collis & Hussey 2009:164; Krippendorff 1989:404). 
According to Elo and Kyngas (2007:108) this analysis is aimed at drawing inferences 
from the words within their context to reveal insights and a representation of deeper 
meanings revealed by research participants. Despite content analyses being 
classified as a qualitative research tool (as briefly noted in section 4.2.2.2 above), 
due to the nature of the data being analysed, it is often an appropriate tool to analyse 
quantitative data (Collis & Hussey 2009:164). 
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According to Hsieh and Shannon (2005), three main types of  content analyses exist,  
namely conventional, directed and summative – each of which are briefly 
summarised in the table below. 
 
Table 4.3 
Types of content analyses 
Type Purpose Description Approach 
Conventional To describe a phenomenon 
Appropriate when 
existing theory or 
literature about the 
phenomenon is limited 
Uses a deductive 
approach to analysis
Directed 
Validate or extend an 
existing conceptual or 
theoretical framework 
Appropriate when 
existing theory is 
incomplete or would 
benefit from additional 
enquiry 
Predetermined  
codes, based on 
existing theory 
Summative 
Understanding the 
contextual use of the 
words used by 
participants 
Interpreting content with 
the aim of discovering 
underlying meanings 
Quantifying certain 
words or content in 
the text 
(Source:  Hsieh & Shannon 2005) 
 
From Table 4.3, it is clear that the main difference between a summative and a 
directed or conventional content analysis is that in a summative analysis, words are 
assigned numeric codes, while in a conventional or directed analysis, the codes 
used are either derived from the data or induced from literature. According to Hsieh 
and Shannon (2005:1283), if a summative content analysis goes no further than 
searching for the recurrence of particular words or content, then it will be a 
quantitative content analysis by nature, specifically referred to as a “manifest content 
analysis”. A manifest content analysis thus analyses what the observable text says 
and not the interpretation thereof in the given context (Graneheim & Lundman 
2004:106).  
 
Several factors need to be taken into consideration when conducting a content 
analysis. Researchers need to reduce the data collected so that accurate 
interpretations and inferences can be drawn (Collis & Hussey 2009:167). The 
smallest unit of analysis is the word which needs to be classified according to 
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themes, as the next largest unit of analysis (Kassarjian 1977:12). This process is 
referred to as classification, where the most salient and recurring elements or 
variables are grouped according to similarities or codes. By doing so, the data is 
reduced to the unit of analysis which will ensure that accurate interpretations and 
inferences can be made. 
 
Another factor to take into consideration when undertaking a content analysis is the 
objectivity of the process. Objectivity refers to ensuring that the process of applying 
codes and categories to the data is not influenced by the subjective biases of the 
researcher, and to ensure a similar outcome would result should the study be 
replicated (Burnett 1991:245). This raises issues of the reliability and validity of the 
data analysis process (Elo & Kyngas 2007; Kassarjian 1977), which will be described 
in more detail in section 4.4.3. 
 
4.3.2 QUALITATIVE RESEARCH METHODS 
 
Various methods for collecting and analysing qualitative data exist. Although several 
of these methods have been discussed above as approaches to qualitative research, 
each will be discussed in terms of data collection and analysis in the paragraphs 
below. Numerous techniques exist; however, for the purpose of this study only the 
following techniques will be discussed: grounded theory, the case study method, 
personal interviews and projective techniques. 
 
Grounded theory is a common qualitative research method which aims to derive 
theory by developing concepts that fit the data collected (Bryman & Bell 2011:597; 
Struwig & Stead 2013:13). When applying grounded theory, the data collection and 
analysis occur simultaneously – and research alternates between inductive and 
deductive research to continuously supplement the concepts that emerge through 
theory (Collis & Hussey 2009:157). 
 
The case study method refers to analysing historical data that describes a particular 
phenomenon, person or organisation, and searches for themes based on frequently 
occurring concepts (Zikmund et al. 2010:140). Case studies are used when 
attempting to understand a given phenomenon in its natural setting or within a 
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particular context (Collis & Hussey 2009:82). The data necessary for case studies 
can be collected through documentary analysis, interviews or observation. The data 
is then analysed using either a within-case analysis where patterns, opinions and 
descriptions of events occur, or one can use a cross-case analysis where similarities 
and differences are sought by comparing different case studies. (Collis & Hussey 
2009:83). 
 
Personal interviews with research participants are also commonly used to collect 
qualitative data. The interview is guided by an interview guide with structured, 
unstructured or semi-structured questions (Struwig & Stead 2013:102). When 
conducting the interview process, researchers often probe the interviewee to gain a 
deeper understanding of the phenomenon under investigation (Collis & Hussey 
2009:114). Interviews predominantly use direct questions, however, other forms of 
indirect questioning are used to uncover thoughts and feelings that would otherwise 
not be revealed due to the reluctance of participants (Sekaran 2000:254).  
 
Projective techniques involve a form of indirect questioning which leads to a better 
reflection of how the subject (concept) is perceived by a subject (participant). 
Disguised stimuli are used to facilitate a subject to rely on their own emotions, 
attitudes and values to formulate a response (Hair et al. 2003:59). Projective 
techniques are of particular interest for this study and will be elaborated on in the 
paragraphs below. 
 
4.3.2.1 Projective techniques 
 
Projective techniques are used to overcome a subject’s unwillingness to reveal his or 
her true feelings and perceptions, and to unlock hidden or suppressed meanings 
(Churchill 1996:283; Cooper & Schindler, 2006:205). According to Guerrero et al. 
(2010:226), projective techniques are commonly used in personality and clinical 
evaluations by using a vague, ambiguous and unstructured stimulus where the 
response of the participant or research subject gives the concept or stimulus 
structure. 
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Projective techniques include Rorschach’s inkblot test, thematic apperception tests, 
sentence completion, expressive techniques and word association tests. 
Rorschach’s inkblot test involves revealing thoughts, intentions and motives by 
describing ambiguous inkblots (Donoghue 2000:48; Tausczik & Pennebaker 
2009:25). A thematic apperception test is a means of assessing the stories people 
tell in response to drawings. Their stories reveal clues to their need for affiliation, 
power and achievement  (Donoghue 2000:48; Tausczik & Pennebaker 2009:25). 
Sentence completion involves giving a subject an incomplete sentence, story, 
argument or conversation, and asking the subject to finish the sentence. However, 
sentence completion fails to reveal deeper feelings. (Donoghue 2000:49). 
Expressive techniques involve subjects role-playing, acting, drawing or painting a 
specific concept or situation. The aim of expressive techniques is to analyse the 
manner in which a concept or situation is constructed as opposed to what the 
outcome represents (Donoghue 2000:49). In word association tests respondents are 
given a stimulus word or picture and are then required to write down a certain 
number of words that come to mind. The aim of a word association test is the 
retrieving of associations from the respondent’s associative or semantic memory 
(Koll et al. 2010:588).  
 
Word association tests are considered quick and convenient tools that give a true 
reflection of a respondent’s suppressed thoughts, attitudes and beliefs regarding a 
given concept (Guerrero et al. 2010; Kostova & Radoynovska 2008; Peppard 2012; 
Roininen et al. 2006; Nielsen & Ingwersen 1999). Guerrero et al. (2010:226) 
however, note that projective techniques such as word associations give rise to 
complex data, which can be rendered meaningless without expert evaluation and 
interpretation. In addition, the subjectivity of the researcher plays a vital role in the 
interpretation of the data. According to Kostova and Radoynovska (2008:211) as well 
as Nielsen and Ingwersen (1999:18), several types of  word association tests exist. 
These are summarised in Table 4.4. 
 
 
 
 
 
84 
 
Table 4.4 
Types of word association tests 
Type Description 
Controlled test Respondents are restrained in terms of category, word class or concept for response selection. 
Free association test 
Respondents are required to associate freely to a given stimulus 
with no restrictions in terms of category, word class or concept 
for response selection. 
Discrete test Respondents are restricted to one word per stimulus word presented.  
Continued test 
The same stimulus word is presented several times at different 
intervals and respondents are required to give a new response 
each time the stimulus word is presented. 
Continuous test 
The stimulus word is presented once and the respondents are 
required to give as many responses as possible in a specified 
time. 
Successive test 
A whole list of stimuli are presented several times and 
respondents are required to give as many responses in a 
specified time. 
(Source:  Kostova & Radoynovska 2008; Nielsen & Ingwersen 1999) 
 
The continuous word association technique is adopted in this study. As described in 
Table 4.4, this technique involves that a stimulus word be presented once and the 
participant is then required to come up with as many associations as possible within 
a specified time. When attempting to solve practical problems, the continuous word 
association technique has proved to be valuable in public opinion research. It is also 
frequently used to seek information about public likes and dislikes, for use in 
advertising and for attracting customers from appropriate target markets. (Kostova & 
Radoynovska 2008:211). Continuous word association tests make it possible to 
compare the first and the last words of associations, repetition of words and 
pathways of associations (Kostova & Radoynovska 2008:211). 
 
Nielsen and Ingwersen (1999:18) note that in a continuous word association test, the 
stimulus word is used as a starting point for a chain of responses. However, there is 
a risk that the research participants will associate their responses to the last given 
response word, which provides a chain or set of associations that are similar. A 
continuous words association test allows for the most unrestricted responses and 
ensures that due to the time constraint imposed, the research participants keep on 
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track and continue to give responses related to the original stimulus word (Nielsen & 
Ingwersen 1999:18).  
 
As mentioned above, a continuous word association test will be used in this study to 
collect the data and a quantitative content analysis will be used to undertake the 
analysis. More details on the data collection and analyses techniques as adopted in 
this study will be described in the sections below. 
 
4.4 DATA COLLECTION 
 
Depending on the research paradigm and approach adopted in a study, data can be 
either numerical or non-numerical in nature, and can be sourced and analysed 
through primary research or secondary research. These methods of collecting data, 
as used in this study, are described in the paragraphs below. 
 
4.4.1 SECONDARY RESEARCH 
 
According to Struwig and Stead (2013:82), secondary research is conducted by 
consulting secondary data, which refers to existing data that has already been 
transcribed and reported. In light of the objectives of the study, a comprehensive 
literature study was conducted and presented in Chapters 2 and 3. In Chapter 2, 
specific attention was given to describing entrepreneurship in general and the 
entrepreneur as an individual, as well as the circumstances under which these 
individuals operate. References were made to entrepreneurial push and pull factors, 
the rewards and drawbacks of an entrepreneurial career as well as the challenges 
faced by entrepreneurs. The nature and formation of image and its relationship to 
attitude, perceptions and entrepreneurial intentions was described in Chapter 3. By 
describing an entrepreneur in terms of the literature, a comparison could be made 
between the image created by the literature and the image held by the participants in 
this study. Various textbooks and journal articles, as well as databases such as 
Emerald, Sabinet, SAGE and EBSCO host were used to search for relevant 
literature relating to the topic under investigation. In addition, data searches using 
Google and Google Scholar were also conducted to ensure the diversity of the data 
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sourced. The research facilities made available by NMMU were used to gain access 
to data from national and international libraries.  
 
4.4.2 PRIMARY RESEARCH 
 
Cooper and Schindler (2006:166) define primary data as original works of research 
or raw data without interpretation, which include memos, letters, interviews, 
government data, a census or a survey. Primary data is the most reliable because 
the information has not been filtered or interpreted by a secondary party. The 
collection of primary data calls for decisions to be made about the population, the 
sample and sampling technique, as well as the data collection methods.  
 
4.4.2.1 Population 
 
Hair et al. (2003:209) define a population as “the complete group of objects or 
elements relevant to the study”. Struwig and Stead (2013:114) comment that a 
defined population should specify the elements, units, extent and time. In the present 
study, the research was undertaken by two population groups, namely a small 
business and a student population. In terms of Struwig and Stead’s (2013:114) 
definition, the population of small business owners is described as small business 
owners who are actively involved in the daily management of their business, who 
were in operation during October 2012, and operated their businesses within the 
boundaries of the Eastern Cape Province. The population for students is described 
as students of social sciences (non-business students) enrolled at NMMU during 
September and October 2012. 
 
4.4.2.2 Sample 
 
A sample refers to a finite part of a population whose properties can be studied to 
gain information about the entire population using inferential statistics (Coldwell & 
Herbst, 2004:74). A sample should thus be representative of the entire population, 
and can be determined using various sampling techniques. 
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a) Sampling techniques 
 
When investigating a target population, Struwig and Stead (2013:114) suggest that 
consulting a smaller sample from the entire population provides for more accurate 
results. Probability and non-probability sampling techniques are often consulted 
when selecting a representative sample. 
 
According to Struwig and Stead (2013:118), probability sampling refers to randomly 
selecting individuals to participate in a study where each member of the population 
has the same probability of being selected. Probability sampling includes simple 
random sampling, stratified random sampling, cluster sampling, systematic sampling 
and multistage area sampling. 
 
A complete and accurate list of all items in a population is necessary to conduct 
simple random sampling. From this list a random sample is drawn using tables of 
random numbers or statistical software programmes (Hair et al. 2003:212). Stratified 
random sampling is an extension of simple random sampling where subsections of 
the population are made and a predetermined number of respondents is randomly 
selected from each subsection, thereby diversifying results (Hair et al. 2003:214; 
Zikmund et al. 2010:400). Stratified random sampling is done by taking a random 
sample from different levels or categories, for example upper-, middle- and lower-
income earners (Struwig & Stead 2013:123). In cases where selecting participants 
individually is not practical, cluster sampling is used. Cluster sampling occurs when 
the population is divided into groups, and a random selection of groups is made 
(Collis & Hussey, 2009:212). Those subgroups are referred to as clusters, making it 
an economical approach since clusters are selected as opposed to individuals 
(Zikmund et al. 2010:401). Systematic sampling involves a procedure where an initial 
point on a population list is selected using a random process; thereafter every third 
or fourth item or respondent on the list is chosen (Collis & Hussey 2009:121; 
Zikmund et al. 2010:401). A combination of two or more of the aforementioned 
probability techniques are used when employing multistage area sampling (Zikmund 
et al. 2010:404). According to Hair et al. (2003:217), multistage area sampling 
involves two or more stages, where the first stage involves randomly selecting 
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clusters for participation in the study, and the second stage involves randomly 
selecting from a second set of clusters that is slightly smaller. 
 
According to Bryman and Bell (2011:176), in non-probability sampling, individuals 
are selected to participate in a study based using a selection method that is not 
random in nature. As a result, some individuals are more likely to be selected to 
participate in the study than others. Non-probability sampling techniques are often 
used when adopting an interpretive paradigm where the aim of the research is not to 
make generalisations from the sample to the target population (Collis & Hussey 
2009:212). The basis of selection for non-probability sampling is subjective, based 
on convenience or expert judgement, and the likelihood of an element in a 
population being selected varies and is unknown (Bryman & Bell 2011:176; Hair et 
al. 2003:216). Non-probability sampling techniques include convenience sampling, 
judgemental (purposive) sampling, quota sampling and snowball sampling (Bryman 
& Bell 2011:176; Struwig & Stead 2013:118).  
 
According to Struwig and Stead (2013:116) and Zikmund et al. (2010:396), 
convenience sampling involves obtaining people to participate in the study based on 
their availability, cooperation and similar characteristics they possess. According to 
Zikmund et al. (2010:396), convenience sampling is often used when a large number 
of responses are sought. According to Hair et al. (2003:217) judgemental sampling is 
a form of convenience sampling. However, participants are chosen based on specific 
criteria as opposed to availability (Collis & Hussey 2009:213). Judgemental sampling 
is used if specialists in the relevant field provide expert judgement on the best 
sample that can provide the appropriate information necessary (Struwig & Stead 
2013:121). When employing quota sampling, participants are selected in a manner 
that is proportionally representative of the target population, and the researcher 
specifies certain characteristics that the participants should have before being 
eligible to participate in the study (Hair et al. 2003:218). Put differently, Zikmund et 
al. (2010:397) observe that quota sampling ensures that every subgroup of a sample 
is proportionally represented. Snowball sampling procedures involve selecting initial 
respondents through probability sampling methods, thereafter obtaining additional 
respondents by means of referrals from initial respondents (Struwig & Stead 
2013:121). According to Collis and Hussey (2009:212), snowball sampling is often 
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referred to as “networking” because depending on the nature of the study, it may be 
important to include individuals who have had prior experience with the phenomenon 
under investigation. 
 
Students of social science (non-business students) from NMMU enrolled for a 
module in entrepreneurship were requested to participate in the word association 
test. According to Stephan et al. (1987:182), investigating the image that students 
have of an entrepreneur is a viable research avenue because students have a high 
potential of becoming successful entrepreneurs. The same test was also 
administered to a sample of small business owners operating in the Eastern Cape 
Province who were identified as conveniently available by fieldworkers from NMMU. 
As such, convenience sampling was adopted, with an element of snowball sampling. 
This sampling technique was adopted because of the accessibility and availability of 
the sample. In addition, owing to time constraints, convenience and snowball 
sampling was used because it is quick, convenient and inexpensive (Hair et al. 
2003:217; Struwig & Stead 2013:121). Furthermore, snowball sampling allows 
researchers to locate and access members from a specific population that would 
otherwise be challenging to access and locate (Struwig & Stead 2013:121).  
 
b)  Data collection techniques 
 
In order to collect the necessary data for this study, a continuous word association 
test was conducted among the two sample groups. For the student sample, the test 
was administered during the first lecture of an entrepreneurship module and then 
again during the last lecture of that same module. In other words, the test was 
administered prior to their exposure to the entrepreneurship module and then again 
after exposure. The same test was administered by fieldworkers from NMMU to a 
sample of small business owners operating in the Eastern Cape Province.  
 
In the continuous word association test, both student and small business owner 
participants were asked to write down the words or phrases that came to mind when 
they thought of the word “entrepreneur”, which was the stimulus word. Participants 
were asked to recall as many words as possible within a ten-minute period. 
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Participants were given a response sheet on which they could write down the words 
that came to mind. 
 
c) Research instrument (response sheet) 
 
As mentioned above, a response sheet was provided to participants to document 
their responses to the continuous word association test (see Annexure A). The 
response sheet made provision for participants to list the words (phrases) that came 
to mind, as well as to provide certain demographic details relating to their gender, 
age and ethnicity. Students were also requested to indicate the degree for which 
they were enrolled and small business owners were requested to indicate whether 
they had a tertiary qualification or not. Both student and small business owner 
participants were requested to indicate whether they were related to an entrepreneur 
or not. The response sheets were used to assign codes and categorise the data 
according to a coding framework.  
 
According to Cremer, Dingshoff, de Beer and Schoonen (2010:190), care needs to 
be taken when classifying the responses of participants because of a researcher’s 
subjective interpretation of these responses. It is these subjective interpretations 
which can jeopardise the validity and reliability of the data collected. Assessing the 
validity and reliability of the research methods employed in this study will be 
described in the paragraphs below. 
 
4.4.3 VALIDITY AND RELIABILITY (TRUSTWORTHINESS AND RIGOUR) 
 
The quality of research is determined by its trustworthiness and rigour (Rolfe 
2006:305). Trustworthiness refers to the extent to which the research can be trusted 
and believed. (Morse, Barret, Mayan, Olson & Spiers 2002:15). According to Rolfe 
(2006:305), researchers need to ensure that verification strategies have been 
rigorously employed to ensure the trustworthiness of the research process. The 
criterion for trustworthiness involves the credibility, transferability, dependability and 
confirmability of the research (Bryman & Bell 2011:394; Collis & Hussey 2009:182). 
Credibility refers to whether the research the participant or data used for analysis 
was correctly identified and described (Collis & Hussey 2009:182). When findings 
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from one study can be generalised to another, the research is considered to be 
transferable (Bryman & Bell 2011:394). Dependability means ensuring consistency in 
the data collection and analysis phase (Graneheim & Lundman 2004:110). When 
conducting a large study that extends over a period of time, there is an element of 
risk that the data changes because of alterations made by the researcher or due to 
changes in the phenomenon (Graneheim & Lundman 2004:111). Confirmability 
refers to whether the research process has been systematically documented and 
sufficiently described, and whether findings that flow from the data can be confirmed 
(Collis & Hussey 2009:182). 
 
Struwig and Stead (2013:136) posit that the greater the rigour of the research, the 
greater the validity and reliability of the research. Validity and reliability are forms of 
verification strategies that ensure the rigour and trustworthiness of the research; they 
can also be considered as measures of rigour and trustworthiness (Bryman & Bell 
2011:395). According to Struwig and Stead (2013:136), there is no conclusive way to 
determine the extent of rigour in qualitative research. Triangulation is, however, one 
of the ways to build trustworthiness and rigour into qualitative research (Struwig & 
Stead 2013:136). The methods which are used to ensure the reliability and validity of 
the data collected in the present study are described below. 
  
4.4.3.1 Reliability 
 
Reliability refers to the “extent to which the data collected is accurate, consistent and 
stable” (Struwig & Stead 2013:138). If a study had to be repeated, the study should 
produce the same results, thus indicating a high degree of reliability (Collis & Hussey 
2003:64). To ensure the reliability of the data collected, Donoghue (2000:50) 
suggests coder or interpreter reliability is one of the best methods to ensure reliability 
in projective techniques. This is supported by Collis and Hussey (2009:85), who 
propose that investigator triangulation increases the validity and reliability of the 
interpretation of the data collected. This assurance of reliability entails two or more 
equally competent researchers to interpret the data. If the interpretations differ 
significantly, then the categorising needs to be questioned. In the present study, 
three researchers who are competent in the field of entrepreneurship, analysed and 
interpreted the words retrieved from the respondents. Where interpretations differed 
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significantly, the word categorisation was questioned through logical argumentation 
to establish consensus. 
 
4.4.3.2 Validity 
 
Donoghue (2000:50) defines validity as the “degree to which a particular research 
instrument measures what it is intended to measure”. In terms of projective 
techniques, specifically when using word association techniques, validity refers to 
interpreting the data the way the respondent understood or meant it. Donoghue 
(2000:50) recommends that, to ensure the validity of the data collected, the 
interpreters need to be skilled in order to categorise and interpret the responses. As 
with the assessment of reliability, to assess the validity of the data collected in this 
study three competent researchers,  were involved in the analysis and interpretation 
of the data, while the categorisation process was guided by the entrepreneurship 
literature. Where interpretations differed significantly, the word categorisation was 
questioned through logical argumentation to establish consensus.  
 
4.4.3.3 Triangulation 
 
The validity and reliability of the data collected in this study was also achieved 
through triangulation. Collis and Hussey (2009:85), as well as Bryman and Bell 
(2011:399), define triangulation as using either different sources of data (primary and 
secondary), different research methods or different researchers in the same study to 
reduce researcher bias and increase the validity and reliability of the research. Collis 
and Hussey (2009:85) and Jick (1979:602) make specific reference to triangulation 
of theories, which entails comparing theories from different disciplines. Data 
triangulation refers to collecting and comparing data at different times, from different 
sources to verify the data. Investigator triangulation refers to different researchers 
collecting and comparing results, and methodological triangulation refers to using 
different methods to collect and analyse the data. 
 
In the present study a triangulation of theories was applied by comparing and 
combining literature from various disciplines. Entrepreneurship and management 
sciences were the main disciplines consulted to identify the literature relating to 
93 
 
entrepreneurship as well as the factors influencing entrepreneurial intentions and 
activity. In addition, the literature from marketing and consumer behaviour was 
consulted to determine how brand image could be used as a means of determining 
the perceptions and image of an entrepreneur. To further investigate the way in 
which a positive image or perception could lead to entrepreneurial intention, the 
discipline of psychology was used by considering the various intention models that 
are used to explain entrepreneurial intentions. Finally, lexicography disciplines were 
referred to in determining how the words that individuals use reveal deeper 
subconscious thoughts and feelings regarding a particular concept or behaviour. 
These subconscious thoughts and feelings were tested using a continuous word 
association test, which is a common tool in the fields of psychology and marketing. 
 
Donoghue (2000:50) considers that if the subjects are tested and retested, the 
results should be similar with a high correlation. Data triangulation was applied in the 
present study by re-administering the word association test to the same set of 
students who initially participated. The word association test was re-administered at 
the end of the entrepreneurship module. This serves as an additional observation, to 
assess the influence of being exposed to an entrepreneurship module on the 
perceptions and image that students have of an entrepreneur. 
 
Investigator triangulation was ensured by using interpreter or intercoder reliability as 
suggested by Donoghue (2000:50) as well as Collis and Hussey (2009:85). As 
mentioned above, three researchers who were competent in the field of 
entrepreneurship, analysed and interpreted the words retrieved from the 
respondents. Where interpretations differed significantly, the word categorisation 
was questioned through logical argumentation to establish consensus. The coding 
framework was continuously developed and updated to incorporate any changes or 
re-categorisation of the codes.  
 
As previously mentioned, the study makes use of mixed methods for collecting and 
analysing data. This mixed method approach ensures that methodological 
triangulation occurs. A qualitative method, namely a projective technique, was used 
to collect the data, specifically a continuous word association test, and to analyse the 
data collected, a quantitative summative (manifest) content analysis was used.  
94 
 
 
In summary, theoretical triangulation was achieved by drawing from several 
disciplines of research, and data triangulation was achieved by re-administering the 
same word association test to the same participants on two different occasions. 
Furthermore, investigator triangulation was achieved through interpreter or 
intercoder reliability and methodological triangulation through a mixed method 
approach to the study. The aforementioned all contributed to the reliability and 
validity of the results generated by this study.  
 
4.5 DATA ANALYSIS 
 
A projective technique, more specifically a continuous word association test, was 
used as the means of collecting the data. This test involved asking participants to 
recall the words that come to mind when presented with the word “entrepreneur”. 
This method has been selected because of its ability to reveal both affective and 
cognitive associations of the concept entrepreneur. Affective associations relate to 
motives and emotions attached to or feelings towards a given concept or stimuli. 
Cognitive associations relate to evaluations of the concept’s functional attributes, 
and the knowledge and beliefs about the attributes of the concept that are derived 
from induced sources (Baloglu & McCleary 1999:870; Prayag 2010:466). 
 
When quantifying large amounts of qualitative data, Collis and Hussey (2009:164) 
consider a content analysis to be the most effective method. Kassarjian (1977:11) 
posits that data retrieved by means of projective techniques are best analysed using 
content analyses as this method complements the nature of the data, being the 
research participants’ own mode of language. For the purposes of this study, a 
summative (manifest) content analysis is used as the quantitative data analysis tool 
to analyse the data retrieved from the continuous word association test. A manifest 
content analysis is best used to uncover underlying meanings in the context of 
words. This process involves assigning numerical values to the words being 
analysed with the aim of determining the frequencies of recurring words. The 
process applied in the present study is discussed in the paragraphs below, starting 
with the coding framework development and analysis. 
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4.5.1 CODING FRAMEWORK DEVELOPMENT AND ANALYSIS 
 
Gibson and Brown (2009:178) describe coding as the process of applying categories 
to sections of data and collating the similarities and relationships between those 
categories. Henning et al. (2004:107) contend that the outcome of coding should be 
to organise knowledge or raw data to construct an argument. This stage of the 
coding process is referred to as “re-contextualisation”, where the original data text 
(empirical) and the contextual text (literature framework) merge with the aim of 
formulating an argument (Henning et al. 2004:108). Saldana (2009:18) suggests that 
the coding process be facilitated by a thorough understanding of the literature 
framework and the research data. Rules, guidelines and stringent procedures need 
to be in place when undertaking the coding process. These rules and guidelines are 
referred to as the “coding frame” (Bryman & Bell 2011:204). The process of 
developing the coding framework used to classify responses is discussed in the 
sections to follow.  
 
4.5.1.1 Types of codes used 
 
Before coding can take place, the nature of the codes and the development of a 
coding framework need to be addressed. According to Zikmund et al. (2010:472), a 
code should be exhaustive, meaning that a category should exist for all the possible 
responses received, and it should be independent and mutually exclusive allowing 
for no ambiguity between words or categories. A code can either be deductive or 
inductive in nature. Deductive codes are derived from theory and tested through 
observation, whereas inductive codes are observed from the data and used to build 
theory (Gill & Johnson 2010:7). Deductive codes are used in the study. 
Predetermined codes were not created prior to the investigation; however when 
searching for recurring themes and categorising words according to similarities 
shared, the codes developed for the purposes of the study were guided by existing 
literature. 
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4.5.1.2 Coding framework development 
 
The words recalled by the students and business owners were collated using a 
Microsoft Excel spreadsheet where each of the words recalled were assigned 
numbers. This is referred to as the “coding manual” (Bryman & Bell 2011:299). 
Words that were similar in meaning were assigned the same number to ensure that 
no duplication of words occurred. The words were then analysed to identify patterns 
and similarities or prevalent themes that would assist in the coding process. 
 
In the present study, the search for codes and themes was facilitated and guided by 
an in-depth investigation of the entrepreneurship literature. Words that were similar 
in nature and meaning were classified according to recurring themes and patterns 
found in the data, and contextualised in the entrepreneurship and brand image 
literature, as depicted in Figure 4.2.  
 
Figure 4.2 
Recurring themes found 
 
 
 
 
 
(Source:  Researcher’s own construction) 
 
According to Saldana (2009:10), during the codifying process the researcher may 
need to rearrange and reclassify the data into new or different codes and categories 
to ensure a more refined coding framework. The participants in this study recalled 
both single terms and phrases during the word association test. These phrases were 
reduced to simpler phrases or single words. Where terms could not be reduced, to 
ensure the data was interpreted accurately, new phrases were created and identified 
as new codes. Annexures B – D illustrates the final words and phrases used as 
codes in the coding manual. In studies on brand image, the components of image 
are considered to be tri-structured in nature, consisting of cognitive (what the 
individual knows, affective (how the individual feels) and holistic (overall symbolism, 
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combination of affective and cognitive) evaluations (Baloglu & McCleary 1999:870; 
Prayag, 2010:473). The words generated by the participants in this study were 
broadly coded according to these categories, as depicted in Figure 4.3. The codes 
were renamed to provide for a more accurate description of the concepts.  
 
Figure 4.3 
Refined coding framework 
 
 
 
 
 
(Source: Researcher’s own construction, based on Baloglu & McCleary 1999; 
Prayag 2010)  
 
The words generated were further subcategorised by searching for themes within the 
broad categories to provide for more salient and accurate interpretations. In each 
subcategory synonyms and similar words were grouped together. The categorisation 
process occurred over a period of time, during which the various words generated 
were grouped according to recurring themes. Three researchers were involved in the 
categorisation process and consensus was reached through logical argumentation. 
Figure 4.4 depicts the subcategories that were formulated by considering pertinent 
themes in the entrepreneurship and management literature. 
 
Figure 4.4 
Final coding framework 
 
 
 
 
 
 
 
 
(Source:  Researcher’s own construction) 
 Positive 
 Negative 
• Skills and competencies 
• Synonyms 
• Attributes 
• Holistic 
• Operational 
• Unrelated 
Coding Framework
Affective Cognitive Holistic
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According to Saldana (2009:15), only the most salient features of the data should be 
considered for coding and the rest be deleted or summarised to ensure that the 
primary data is left for refined and intensive data analysis. Because of the low 
frequency of words generated in the holistic subcategory relative to the frequency of 
words generated in other categories, it was decided to consider the holistic words as 
a subcategory of a general category. Furthermore, words where a direct relationship 
could not be established in the context of the present study were subcategorised as 
unrelated. Table 4.5 provides a description of the operationalisation of the codes 
used in the study. 
Table 4.5 
Operationalisation of coding framework 
Category Affective Favourable or unfavourable feelings and beliefs  
Subcategory Positive Positive emotive words - rewards and benefits of being an entrepreneur 
Subcategory Negative Negative emotive words - drawbacks and disadvantages of being an entrepreneur 
Category Cognitive Knowledge of being an entrepreneur 
Subcategory Skills and Competencies 
Learned abilities associated with being an 
entrepreneur  
Subcategory Synonyms Words similar in meaning to the stimulus word 
Subcategory Attributes Personality or character traits of an entrepreneur  
Category General Overall characteristics and universal aspects 
Subcategory Holistic Overall global or symbolic impression of the stimulus word 
Subcategory Operational Functional activities or processes involved in running a business 
Subcategory Unrelated 
No direct relationship with the stimulus word or the 
field of entrepreneurship could be established in the 
context of the study 
(Source:  Researcher’s own construction) 
 
The coding framework was developed based on analysing the data collected from 
the students prior to undertaking the module in entrepreneurship. When collating the 
business owner’s responses and the responses received from the students after the 
module had been completed, the same procedure was applied as for the first group 
of student participants. Responses were coded according to the existing coding 
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framework which is now referred to as the “coding manual” (see Annexures B - D) 
(Bryman & Bell 2011:300).  
 
4.5.2 ANALYSING THE DATA 
 
When analysing the data, the nature of the words generated, the frequencies of 
recurring words, the number of different types of words, first words recalled 
(positioning), and the average number of words recalled, were established. The 
calculations were done using Microsoft Excel. To assist in providing meaning to the 
words generated through the word association tests, Chi-square analyses were 
conducted to determine if a relationship exists between the associations students 
and business owners make when they consider the concept “entrepreneur” (Collis & 
Hussey 2009:263). Specifically, Chi-square tests for independence were used to test 
for this relationship (Gravetter & Wallnau 2011:535). According to Gravetter and 
Wallnau (2011:535), Chi-square tests for independence require a null hypothesis. 
The larger the value of the Chi-square statistics, the more deviation there is from the 
null-hypothesis (Collis & Hussey 2009:263), indicating that the null hypothesis should 
thus be rejected in favour of the alternative hypothesis. 
 
 An acceptable level of statistical significance for calculating Chi-square statistics is 
0.05 (Hair et al. 2003:264). To determine the magnitude of the differences for cross-
tabulated data larger than 2 X 2, and to assess practical significance, Craemer’s V 
statistics were calculated and interpreted. Craemer’s V statistic is a useful indicator 
of the strength or size of the relationship between variables, but it does not give an 
indication of the direction of the relationship between those variables (Bryman & Bell 
2011:350). The strength of the relationship can be regarded as small, moderate or 
large as indicated in Table 4.6. 
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Table 4.6 
Interpretation of Craemer’s V statistics 
Degrees of 
freedom Small Moderate Large 
df* = 1 0.10 < V < 0.30 0.30 < V < 0.50 V > 0.50 
df* = 2 0.07 < V < 0.21 0.21 < V < 0.35 V > 0.35 
df* ≥ 3 0.06 < V < 0.17 0.17 < V < 0.50 V > 0.29 
(Source:  Gravetter & Wallnau 2009:545) 
 
4.6 SUMMARY 
 
Chapter 4 provided an overview of the research design and research methodologies 
adopted in the study. A qualitative research paradigm was adopted, making use of 
phenomenological methodologies. Various research methods were described and 
the data collection and data analysis tools adopted in the study were highlighted. A 
mixed method approach was adopted, making use of qualitative means of data 
collection, projective techniques, and a quantitative means of data analysis, 
quantitative content analysis. The intended methods of secondary and primary data 
collection were discussed, specifically explaining the population, the sample and 
sampling technique used in the study.  
 
Convenience sampling along with snowball sampling was used to administer the 
word association test to students and small business owners. The manner in which 
the reliability and validity of the data collected was ensured was described, and the 
use of triangulation was explained. The chapter concluded by describing how the 
data was analysed using summative (manifest) content analysis and Chi-square 
statistics.  
 
In Chapter 5 the results of the word association tests administered to the students 
and small business owner participants will be presented. 
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CHAPTER 5 
 
EMPIRICAL RESULTS 
 
5.1  INTRODUCTION  
 
In Chapter 4 the research design and methodology adopted for this study was 
described and motivated. As mentioned, a word association test was used to collect 
the data from three groups of participants and a quantitative content analysis was 
used to analyse the data. The participants included non-business students prior to 
and after completing a module in entrepreneurship, as well as small business 
owners. Chapter 5 presents the results of the data analysed.  Firstly, the profiles of 
the three groups of participants are described. Thereafter, the nature of the words 
recalled, the frequency of recurring words, and words that were recalled first for each 
group of participants are reported. To establish whether differences exist between 
the three groups of participants, Chi-square statistics were calculated to establish 
statistical significance and Craemer’s V statistics to establish practical significance. 
 
In addition to the aforementioned, the nature, frequency and positioning of words 
generated by students were further analysed in terms of gender, ethnic background 
and relation to an entrepreneur. This analysis was done among the student 
participants before completing the module in entrepreneurship only. Significant 
differences were also determined by calculating Chi-square statistics and practical 
significance by means of calculating Craemer’s V. 
 
5.2  PROFILES OF PARTICIPANTS 
 
Three groups of participants participated in this study. These were non-business 
students (students of social sciences) prior to undertaking a module in 
entrepreneurship, non-business students upon completion of the same module in 
entrepreneurship, and small business owners.  The profiles of each of these groups 
are briefly described below. 
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5.2.1 PROFILE OF STUDENT PARTICIPANTS PRIOR TO UNDERTAKING 
THE ENTREPRENEURSHIP MODULE 
 
The student participants in this study were students studying social sciences at 
NMMU who were enrolled for a module in entrepreneurship. In total 163 students 
participated in the word association test prior to undertaking the module in 
entrepreneurship. Most students were studying towards either a BA Psychology 
degree (44.10%) or a Bachelor of Human Movement Sciences degree (22.09%). The 
majority of participants were female (66.87%). White students (42.33%) were in the 
majority while black (38.04%), Coloured (12.88%) and Asian (1.84%) students made 
up the rest of the sample. Of the 163 students who participated, 55.83 per cent 
indicated that they were related to an entrepreneur. 
 
5.2.2 PROFILE OF STUDENT PARTICIPANTS UPON COMPLETION OF THE 
ENTREPRENEURSHIP MODULE 
 
The students who participated in the word association test were retested upon 
completion of the entrepreneurship module. In total 75 of the initial 163 students 
participated in the second word association test. As in the first group of students 
most students were studying towards either a BA Psychology degree (49.33%) or a 
Bachelor of Human Movement Science degree (17.33%). The majority of 
participants were female (74.67%), slightly more than in the first sample, with most 
being white (37.33%) or black (37.33%). Coloured (12.00%) and Asian (2.67%) 
students made up the rest of the sample. A small percentage (10.67%) of the 
participants chose not to reveal their ethnicity. Of the 75 students who participated, 
60.00 per cent indicated that they were related to an entrepreneur. 
 
5.2.3 PROFILE OF SMALL BUSINESS OWNER PARTICIPANTS 
 
The participants in this study were small business owners operating in the Eastern 
Cape, who actively participate in the management of their business. In total 163 
small business owners participated in the word association test. The majority of 
participants were male (65.03%), with most being white (53.99%). Black (25.77%), 
Coloured (10.43%) and Asian (5.52%) small business owners made up the rest of 
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the sample. Only 4.29 per cent of the participants chose not to reveal their ethnicity. 
Of the 163 small business owners who participated, 57.67% indicated that they were 
related to an entrepreneur and most (57.06%) indicated that they were in possession 
of a tertiary qualification. 
 
5.3  STUDENT PARTICIPANTS PRIOR TO UNDERTAKING THE 
ENTREPRENEURSHIP MODULE 
 
The sections below provide a description of the results of the word association test 
administered to students during the first lecture of an entrepreneurship module. The 
nature of the words and their positioning is discussed in the paragraphs below. 
Thereafter, the most frequently occurring words among these student participants 
are discussed.  
 
5.3.1 THE NATURE OF THE WORDS WHICH STUDENTS ASSOCIATED 
WITH “ENTREPRENEUR”  
 
From the word association test, a total of 1417 words were generated by the 163 
participants in this study, averaging 8.69 words per participant. As per the coding 
framework, the words generated were categorised into three broad categories: 
cognitive, affective, or general (see Table 5.1). The majority (61.61%) of the words 
generated were of a cognitive nature, being based on the participants’ knowledge of 
the term “entrepreneur”. Only 25.05 per cent of the words were categorised as 
having general associations, and 13.34 per cent having affective associations. 
General associations are terms that are neither cognitive nor affective in nature and 
include holistic, operational and unrelated words. Affective associations represent 
emotional and psychological feelings and motives towards the stimulus word 
“entrepreneur”. Affective associations can be either positive or negative. 
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Table 5.1 
Word association categories and subcategories (N=1417) 
Cognitive Affective General 
Synonyms Attributes Skills and Competencies Positive Negative Holistic Operational Unrelated 
12.94% 81.67% 5.38% 86.24% 13.76% 59.44% 39.71% 0.85% 
N = 113 N = 713 N = 47 N = 163 N = 26 N = 211 N = 141 N = 3 
D = 7 D = 53 D = 9 D = 18 D = 13 D = 14 D = 16 D = 3 
Percentage:  61.61% 
N = 873 
D = 69 
Percentage:  13.34% 
N = 189 
D = 31 
Percentage:  25.05% 
N = 355 
D = 33 
 
(N = Total number of words; D = Number of different words) 
 
Cognitive associations (61.61%) were further categorised into three subcategories: 
synonyms, attributes, and skills and competencies. Synonyms referred to words that 
could replace or were similar in meaning to the stimulus word. Words categorised as 
attributes related to personality or character traits of an entrepreneur, while skills and 
competencies represented learned abilities associated with an entrepreneur. Words 
relating to the attributes (81.67%) possessed by an entrepreneur were the most 
recalled cognitive evaluations, followed by synonyms (12.94%) and skills and 
competencies (5.38%). Affective associations (13.34%) were subcategorised as 
positive or negative; in this case, 86.24 per cent of the words generated in this 
category were positive, and 13.76 per cent were negative. 
 
General associations (25.05%) were subcategorised as holistic, operational or 
unrelated words. Holistic words were those that represented an overall, global or 
symbolic impression of the stimulus word. Of these general associations, 59.44 per 
cent of the words generated were in the holistic subcategory. The subcategory 
operational included words describing the functional activities or processes involved 
in running a business. In the general category, 39.71 per cent of the words 
generated were subcategorised as operational. A category for unrelated terms was 
also created for words where no direct relationship with the term “entrepreneur” or 
the field of entrepreneurship could be established. Only 0.85 per cent of the words 
generated fell into this subcategory. 
 
105 
 
From Table 5.1 it can be seen that the number of different words (D) in each 
category and subcategory varied. The participants in this study associated 
entrepreneurs with 53 different attributes. Only nine different skills and competencies 
were identified and more positive (18) than negative (13) words were associated with 
“entrepreneur”. Only three different words could not be directly related to 
entrepreneurship. 
 
The various words generated in the broad categories and subcategories described in 
Table 5.1 are detailed in the paragraphs below. From Table 5.2, it can be seen that 
in the cognitive category, the most frequently recalled synonyms were business 
founder (33.63%), business-owning person (31.86%), innovator (11.50%), self-
employed (9.73%),  facilitator (4.42%) and trader (2.65%). In the attributes 
subcategory the most frequently recalled words were risk-taker (11.08%), creative 
(8.84%), innovative and original (7.99%), profit-orientated (6.17%), goal- and 
achievement-orientated (6.17%), opportunistic (5.33%), leader (4.91%) and 
hardworking (4.35%). In the skills and competencies subcategory the most 
frequently occurring words were management skills (21.28%), knowledgeable 
(19.15%), communication and negotiation skills (17.02%), sales and retail skills 
(10.64%), time management (10.64%), financial (8.15%) and business knowledge 
(6.38%), educated (4.26%) and well-rounded (2.13%).   
 
In the affective category, the following positive associations were most frequently 
mentioned: makes money (26.67%), own boss (16.36%), freedom and 
independence (12.12%), job creator (11.52%), self-sustaining (7.88%), wealth 
(6.06%) and success (4.24%). The most frequently occurring negative associations 
were stressful (19.23%), working long hours (15.38%), owing money (11.54%), 
cunning (7.69%), loss (7.69%), crime (7.69%) and make ends meet (7.69%). 
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Table 5.2 
Student categorisation of words associated with the 
stimulus word “entrepreneur” 
Cognitive 
61.61% 
Synonyms 
12.94% 
Business founder (33.63%); business-owning person (31.86%); 
innovator (11.50%); self-employed (9.73%); facilitator (4.42%); 
trader (2.65%). 
Attributes 
81.67% 
Risk-taker (11.08%); creative (8.84%); innovative and original 
(7.99%); profit-orientated (6.17%); goal- and achievement-
orientated (5.89%); opportunistic (5.33%); leader (4.91%); 
hardworking (4.35%); organiser (3.65%); motivated (3.51%); 
visionary (2.66%); committed and dedicated (2.38%); ambitious 
(2.38%); self-confidence (2.38%); networker (2.38%);  intelligent 
and smart thinkers (1.96%); business-orientated (1.82%); planner 
(1.68%); responsible and accountable (1.68%); flexible (1.54%); 
determined (1.54%); take initiative (1.40%); inspiring (1.54%); 
passionate (0.98%); persistent (0.84%); optimistic (0.84%); 
courageous (0.84%); *other (10.10%). 
Skills and 
competencies 
5.38% 
Management skills (21.28%); knowledgeable (19.15%); 
communication and negotiation (17.02%); sales and retail 
(10.64%); time management (10.64%); financial knowledge 
(8.51%); business knowledge (6.38%); educated (4.26%); well-
rounded (2.13%). 
Affective 
13.34% 
Positive 
86.24% 
Makes money (26.67%); own boss (16.36%); freedom and 
independence (12.12%); job creator (11.52%); self-sustaining 
(7.88%); wealth (6.06%); success (4.24%); *other (15.15%). 
Negative 
13.76% 
Stressful (19.23%); work long hours (15.38%); owe money 
(11.54%); cunning (7.69%); loss (7.69%); crime (7.69%); makes 
ends meet (7.69%); sacrifice (3.85%); ambiguous (3.85%); 
unemployment (3.85%) exploitation (3.85%); unhealthy (3.85%); 
dropout (3.85%). 
General 
25.05% 
Holistic 
59.44% 
Business enterprise (33.18%); macro environment (17.06%); 
financing (15.17%); managerial position (9.48%); market 
environment (6.64%); labour (4.27%); physical facilities and 
expansion (3.79%); work (3.32%); individual (2.84%); role models 
(1.42%); stakeholders (1.42%) luck (0.47%); change (0.47%); 
business studies (0.47%). 
Operational 
39.71% 
Selling of goods and services (41.13%); marketing (15.60%); 
planning and strategy (10.64%); accounting (7.80%); production 
(7.80%); meeting and schedule (3.55%); *other (13.48%). 
Unrelated 
0.85% Small (33.33%); expectations (33.33%); thought (33.33%). 
* Words occurring less than five times have been grouped as other. See Annexures B to D for a 
complete list of words generated. 
 
The most frequently occurring words in the holistic subcategory (which forms part of 
the general category) were business enterprise (33.18%), macro environment 
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(17.06%), financing (15.17%), managerial position (9.48%), market environment 
(6.64%) and labour (4.27%). The most frequently occurring operational words were 
selling of goods and services (41.13%), marketing (15.60%), planning and strategy 
(10.64%), accounting (7.80%), production (7.80%) and meetings and schedules 
(3.55%). Words and the frequencies with which they occurred that had no direct 
relationship (unrelated) to the stimulus word “entrepreneur” included small (33.33%), 
expectations (33.33%), and thought (33.33%). 
 
5.3.2 THE POSITIONING OF WORDS WHICH STUDENTS ASSOCIATED 
WITH “ENTREPRENEUR”  
 
From Table 5.3 it can be seen that the word business enterprise was the word 
generated first and most frequently (holistic; 29 times); this was followed by the 
words business-owning person (synonyms; 18 times) and risk-taker (attributes; 15 
times). This implies that for 38 per cent of the participants, these were the first words 
that came to mind when confronted with the word “entrepreneur”. The words 
generated in the next position of frequency were business enterprise (holistic; 13 
times), makes money (positive; 13 times) and creative (attributes; 12 times). The 
words generated in the third position of frequency were risk-taker (attributes; 13 
times) profit-orientated (attributes; 9 times) and innovative and original (attributes; 9 
times).  
 
Table 5.3 
Positioning of words recalled by students 
(f = frequency of words) 
 
 
 
Word 
position Word f 
Sub-
category Word f 
Sub-
category Word f 
Sub-
category 
First Business enterprise  29 Holistic 
Business-
owning 
person 
18 Synonyms Risk-taker 15 Attributes 
Second Business enterprise  13 Holistic 
Makes 
money 13 Positive Creative 12 Attributes 
Third Risk-taker 13 Attributes Profit-orientated 9 Attributes 
Innovative 
and original 9 Attributes 
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5.3.3 THE MOST FREQUENTLY OCCURRING WORDS RECALLED BY 
STUDENTS  
 
The most frequently occurring words recalled by students prior to undertaking the 
module in entrepreneurship are summarised in Table 5.4. The first, third and fifth 
words occurring most frequently relate to the attributes possessed by an 
entrepreneur. These words were risk-taker (79 times), creative (63 times) and 
innovative and original (57 times). The second and fourth most frequently occurring 
words were business enterprise (70 times) and selling of goods and services (58 
times). The sixth and seventh most often occurring words were profit-orientated (44 
times) and makes money (44 times). 
 
Table 5.4 
Most frequently occurring words among students 
No. Word Category Subcategory f 
1 Risk-taker  Cognitive Attributes 79 
2 Business enterprise  General Holistic 70 
3 Creative  Cognitive Attributes 63 
4 Selling of goods and services  General Operational 58 
5 Innovative and original Cognitive Attributes 57 
6 Profit-orientated Cognitive Attributes 44 
7 Makes money Affective Positive 44 
8 Goal- and achievement-orientated Cognitive Attributes 42 
9 Business founder Cognitive Synonyms 38 
10 Opportunistic Cognitive Attributes 38 
11 Business-owning person Cognitive Synonyms 36 
12 Macro environment General Holistic 36 
13 Leader Cognitive Attributes 35 
14 Financing General Holistic 32 
15 Hardworking Cognitive Attributes 31 
16 Own boss Affective Positive 27 
17 Organiser Cognitive Attributes 26 
18 Motivated Cognitive Attributes 25 
19 Marketing General Operational 22 
20 Freedom and independence Affective Positive 20 
 
(f = frequency of words) 
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5.4  STUDENT PARTICIPANTS UPON COMPLETION OF THE 
ENTREPRENEURSHIP MODULE 
 
Upon completion of the entrepreneurship module (final lecture), the student 
participants were requested to participate in a second word association test. This 
test was conducted in the same manner as the first. The aim of the second test was 
to establish whether exposure to the entrepreneurship module had changed their 
associations with the term “entrepreneur”. The results of the second word 
association test are presented below. 
 
5.4.1 THE NATURE OF THE WORDS WHICH STUDENTS ASSOCIATED 
WITH “ENTREPRENEUR”   
 
A total of 669 words were generated by the 75 student participants who undertook 
the word association test upon completion of the entrepreneurship module.  An 
average of 8.92 words per participant was generated. As per the coding framework, 
the words generated were categorised into three broad categories of associations: 
cognitive, affective, or general (see Table 5.5). The majority (77.58%) of words 
generated were of a cognitive nature, whereas only 13.75 per cent of the words were 
categorised as general associations, and 8.67 per cent as affective associations. 
 
Words relating to the attributes (81.50%) possessed by an entrepreneur were the 
most recalled cognitive evaluations, followed by synonyms (13.49%) and skills and 
competencies (5.01%). Only 8.67 per cent of the words generated were affective in 
nature, however, 87.93 per cent of the words generated in this category were 
positive, and 12.07 per cent were negative. 
 
In the general associations (13.75%) category, 68.48 per cent of the words 
generated were holistic in nature. In the general category, 29.35 per cent of the 
words generated were related to the operational activities of entrepreneurship. Only 
2.17 per cent of the words generated were categorised as unrelated to 
entrepreneurship as per the coding framework developed for the study. 
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Table 5.5 
Word association categories and subcategories (N=669) 
COGNITIVE AFFECTIVE GENERAL 
Synonyms Attributes Skills and competencies Positive Negative Holistic Operational Unrelated 
13.49% 81.50% 5.01% 87.93% 12.07% 68.48% 29.35% 2.17% 
N = 70 N = 423 N = 26 N = 51 N = 7 N = 63 N = 27 N = 2 
D = 6 D = 39 D = 6 D = 15 D = 4 D = 11 D = 8 D = 1 
Percentage:  77.58% 
N = 519 
D = 51 
Percentage:  8.67% 
N = 58 
D = 9 
Percentage:  13.75% 
N = 92 
D = 20 
 
(N = Total number of words; D = Number of different words) 
 
From Table 5.5 it can be seen that the number of different words (D) in each 
category and subcategory varied. The student participants upon completion of the 
entrepreneurship module associated the term “entrepreneur” with 39 different 
attributes. Only six different skills and competencies were identified and more 
positive (15) than negative (4) words were associated with an entrepreneur. Only 
one word could not be directly related to entrepreneurship. 
 
The various words generated in the broad and subcategories described in Table 5.5 
are elaborated on in the paragraphs below. From Table 5.6, it can be seen that in the 
cognitive category, the most frequently recalled synonyms were business-owning 
person (37.14%), business founder (32.86%), manager (12.86%), innovator (8.57%), 
facilitator (5.71%) and self-employed (2.86%). In the attributes subcategory the most 
frequently recalled words were profit-orientated (16.31%), risk-taker (15.37%), 
innovative and original (13.48%), opportunistic (9.22%), creative (8.51%), goal- and 
achievement-orientated (8.04%), hardworking (3.55%) and leader (2.84%). In the 
skills and competencies subcategory the most frequently occurring words were 
management skills (26.92%), business knowledge (26.92%), communication and 
negotiation skills (23.08%), knowledgeable (15.38%), financial knowledge (3.85%) 
and time management skills (3.85). 
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Table 5.6 
Student categorisation of words associated with the 
stimulus word “entrepreneur” 
 
Cognitive 
77.85% 
Synonyms 
13.49% 
Business-owning person (37.14%); business founder (32.86%); 
manager (12.86%); innovator (8.57%); facilitator (5.71%); self-
employed (2.86%). 
Attributes 
81.50% 
Profit-orientated (16.31%); risk-taker (15.37%); innovative and 
original (13.48%); opportunistic (9.22%); creative (8.51%); goal- 
and achievement-orientated (8.04%); hardworking (3.55%); 
leader (2.84%); visionary (1.89%); motivated (1.89%); flexible 
(1.89%); passionate (1.42%); determined (1.42%); planner 
(1.18%); committed and dedicated (1.18%);  persistent (1.18%). 
Skills and 
competencies 
5.01% 
Management skills (26.92%); business knowledge (26.92%); 
communication and negotiation (23.08%); knowledgeable 
(15.38%); financial knowledge (3.85%); time management 
(3.85%). 
Affective 
8.67% 
Positive 
87.93% 
Job creator (17.65%); success (13.73%); self-sustaining 
(9.80%); wealth (7.84%); own boss (7.84%); challenges 
(5.88%); freedom and independence (3.92%); gains (3.92%); 
adventure (3.92%); accomplishment (3.92%); future (3.92%); 
makes money (1.96%); investment (1.96%); satisfies needs 
(1.96%). 
Negative 
12.07% 
Owe money (42.86%); cunning (28.57%); work long hours 
(14.29%); salaries to pay (14.29%). 
General 
13.75% 
Holistic 
68.48% 
Macro environment (33.33%); financing (23.81%); physical 
facilities and expansion (11.11%); business enterprise (7.94%); 
market environment (6.35%); labour (4.76%); individual 
(4.76%); managerial position (3.17%); role models (1.59%); luck 
(1.59%); needs (1.59%). 
Operational 
29.35% 
Selling of goods and services (51.85%); marketing (11.11%); 
planning and strategy (11.11%); accounting (7.41%); production 
(7.41%); involvement (3.70%); procedural/formal (3.70%) 
meeting and schedule (3.70%). 
Unrelated 
2.17% Family oriented (100%). 
* Words occurring less than five times have been grouped as other. See Annexures B to D for a 
complete list of words generated. 
 
In the affective category, the following positive associations were most frequently 
mentioned: job creator (17.65%), success (13.73%), self-sustaining (9.80%), wealth 
(7.84%), own boss (7.84%), challenges (5.88%) and freedom and independence 
(3.92%). The most frequently occurring negative associations were owing money 
(42.86%), cunning (28.57%), working long hours (14.29%) and salaries to pay 
(14.29%). 
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The most frequently occurring words in the holistic subcategory (part of the general 
category) were macro environment (33.33%), financing (23.81%), physical facilities 
and expansion (11.11%), business enterprise (7.94%), market environment (6.35%) 
and labour (4.76%). The most frequently occurring operational words were selling of 
goods and services (51.85%), marketing (11.11%), planning and strategy (11.11%), 
accounting (7.41%), production (7.41%) and involvement (3.70%). Family-orientated 
(100%) was the only word that had no direct relationship (unrelated) to the stimulus 
word “entrepreneur”.  
 
5.4.2 THE POSITIONING OF WORDS WHICH STUDENTS ASSOCIATED 
WITH “ENTREPRENEUR”  
  
From Table 5.7 it can be seen that the phrase innovative and original was generated 
first and most often (attributes; 17 times). This was followed by the words risk-taker 
(attributes; 12 times) and profit-orientated (attributes; 11 times). This implies that for 
24.54 per cent of the student participants, these were the first words that came to 
mind when confronted with the word “entrepreneur”. The words generated in the next 
position of frequency were risk-taker (attributes; 14 times), profit-orientated 
(attributes; 14 times) and creative (attributes; 6 times). The words generated in the 
third most frequent position were risk-taker (attributes; 15 times) profit-orientated 
(attributes; 8 times) and innovative and original (attributes; 8 times).  
 
Table 5.7 
Positioning of words recalled by students 
(f = frequency of words) 
 
 
 
 
Word 
position Word f 
Sub-
category Word f 
Sub-
category Word f 
Sub-
category 
First Innovative and original 17 Attributes Risk-taker 12 Attributes 
Profit-
orientated 11 Attributes 
Second Risk-taker 14 Attributes Profit-orientated 14 Attributes Creative 6 Attributes 
Third Risk-taker 15 Attributes Profit-orientated 8 Attributes 
Innovative 
and original 8 Attributes 
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5.4.3 THE MOST FREQUENTLY OCCURRING WORDS RECALLED BY 
STUDENTS 
 
The most frequently occurring words recalled by student participants upon 
completion of the entrepreneurship module are summarised in Table 5.8. The first 
six words occurring most frequently relate to the attributes possessed by an 
entrepreneur. These words, from first to sixth respectively were, profit-orientated (69 
times), risk-taker (65 times), innovative and original (57 times), opportunistic (39 
times), creative (36 times) and goal- and achievement-orientated (34 times). The 
seventh and eight most frequently occurring words were synonyms for the term 
“entrepreneur”, being business-owning person (26 times) and business founder (23 
times).  
 
Table 5.8 
Most frequently occurring words among students 
No Word Category Subcategory f 
1 Profit-orientated cognitive attributes 69 
2 Risk-taker cognitive attributes 65 
3 Innovative and original cognitive attributes 57 
4 Opportunistic cognitive attributes 39 
5 Creative cognitive attributes 36 
6 Goal- and achievement-orientated cognitive attributes 34 
7 Business-owning person cognitive synonyms 26 
8 Business founder cognitive synonyms 23 
9 Macro environment general holistic 21 
10 Hardworking cognitive attributes 15 
11 Financing general holistic 15 
12 Selling of goods and services general operational 14 
13 Leader cognitive attributes 12 
14 Manager cognitive synonyms 9 
15 Job creator affective positive 9 
16 Visionary cognitive attributes 8 
17 Motivated  cognitive attributes 8 
18 Flexible cognitive attributes 8 
19 Management skills cognitive skills and competencies 7 
20 Business knowledge cognitive skills and competencies 7 
 
(f = frequency of words) 
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5.5  SMALL BUSINESS OWNER PARTICIPANTS 
 
In addition to students, small business owners operating in the Eastern Cape were 
also requested to participate in this study. The same word association test 
undertaken by students was undertaken by the small business owner participants. 
The results of these tests are summarised in the sections to follow. 
 
5.5.1 THE NATURE OF THE WORDS WHICH SMALL BUSINESS OWNERS 
ASSOCIATED WITH “ENTREPRENEUR”     
 
From the word association test conducted among the small business owners, a total 
of 1407 words were generated by the 163 small business owner participants, 
averaging 8.63 words per participant. As per the coding framework the words 
generated were categorised into three broad categories of association: cognitive, 
affective, or general (see Table 5.9). The majority (72.85%) of words generated were 
of a cognitive nature, 16.70 per cent of the words were categorised as general 
associations, and 10.45 per cent as affective associations.  
 
As was the case with student participants, cognitive associations (72.85%) were 
further categorised into three subcategories, namely synonyms, attributes, and skills 
and competencies. Words relating to the attributes possessed by an entrepreneur 
were the most recalled cognitive evaluations (78.83%), followed by synonyms 
(13.76%) and skills and competencies (7.41%). In the case of the affective 
associations, 85.71 per cent of the words generated were positive, while 14.29 per 
cent were negative. 
 
As with the other participant groups, the general associations (16.70%) were 
subcategorised as holistic, operational or unrelated words. Of these general 
associations, 56.17 per cent of the words generated fell into the holistic subcategory 
and 40.43 per cent of the words fell into the operational subcategory. Only 3.40 per 
cent of the words generated were classed as unrelated.  
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Table 5.9 
Word association categories and subcategories (N=1407) 
Cognitive Affective General 
Synonyms Attributes Skills and competencies Positive Negative Holistic Operational Unrelated 
13.76% 78.83% 7.41% 85.71% 14.29% 56.17% 40.43% 3.40% 
N = 141 N = 808 N = 76 N = 126 N = 21 N = 132 N = 95 N = 8 
D = 7 D = 56 D = 10 D = 23 D = 12 D = 18 D = 16 D = 6 
Percentage:  72.85% 
N  =  1025 
D  =  73 
Percentage:  10.45% 
N  =  147 
D  =  35 
Percentage:  16.70% 
N =  235 
D =  40 
(N = Total number of words; D = Number of different words) 
 
From Table 5.9 it can be seen that the small business owner participants associated 
the term “entrepreneur” with 56 different attributes. Only ten different skills and 
competencies were identified and more positive (23) than negative words (12) were 
associated with the term. Only six different words could not be directly related to 
entrepreneur in the context of the study. 
 
The various words generated in the broad categories and subcategories described in 
Table 5.9 are discussed in more detail in the paragraphs below. From Table 5.10, it 
can be seen that in the cognitive category, the most frequently recalled synonyms 
were business founder (31.91%), business-owning person (30.50%), self-employed 
(12.06%), manager (12.06%), facilitator (5.67%), trader (4.96%) and innovator 
(2.84%). In the attributes subcategory the most frequently recalled words were risk-
taker (9.28%), innovative and original (8.29%), goal- and achievement-orientated 
(7.30%), profit-orientated (5.69%), creative (5.32%), opportunistic (5.32%), 
hardworking (3.96%) and visionary (3.84%). In the skills and competencies 
subcategory the most frequently occurring words were management skills (19.74%), 
knowledgeable (18.42%), communication and negotiation skills (17.11%), business 
(15.79%) and financial knowledge (10.53%), time management skills (6.58%), sales 
and retail skills (1.32%), and being well-rounded (2.13%).   
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Table 5.10 
Small business owner categorisation of words associated with the 
stimulus word “entrepreneur” 
Cognitive 
72.85% 
Synonyms 
13.76% 
Business founder (31.91%); business-owning person (30.50%); 
self-employed (12.06%); manager (12.06%); facilitator (5.67%); 
trader (4.96%); innovator (2.84%). 
Attributes 
78.83% 
Risk-taker (9.28%); innovative and original (8.29%); goal- and 
achievement-orientated (7.30%); profit-orientated (5.69%); creative 
(5.32%); opportunistic (5.32%); hardworking (3.96%); visionary 
(3.84%); leader (3.59%); motivated (3.59%); networker (3.34%); 
passionate (2.60%); self-confident (2.35%); flexible (2.23%); 
planner (1.98%); compassionate (1.98%); organiser (1.73%); 
decision maker determined (1.61%); intelligent and smart thinkers 
(1.61%); disciplined (1.49%); principled (1.49%); take initiative 
(1.49%); energetic (1.36%); qualities (1.36%); committed and 
dedicated (1.24%); responsible and accountable (1.24%); team 
player (1.24%); problem-solver (1.11%); inspiring (1.11%); 
persistent (0.99%); ambitions (0.87%); optimistic (0.87%); patient 
(0.74%) *other (6.06%). 
Skills and 
competencies 
7.41% 
Management skills (19.74%); knowledgeable (18.42%); 
communication and negotiation (17.11%); business knowledge 
(15.79%); financial knowledge (10.53%); time management 
(6.58%); conceptualistic (6.58%); educated (2.63%); sales and 
retail (1.32%); well-rounded (1.32%). 
 
 
Affective 
10.45% 
Positive 
85.71% 
Makes money (16.67%); job creator (16.67%); freedom and 
independence (9.52%); self-sustaining (8.73%); wealth (7.94%); 
success (6.34%); challenges (3.97%); gains (3.97%); empowered 
(3.97%); *other (22.22%). 
 Negative 14.29% 
Stressful (28.57%); work long hours (19.05%); loss (9.52%); owe 
money (4.76%); cunning (4.76%); sacrifice (4.76%); ambiguous 
(4.76%); caution (4.76%); HIV-related problems (4.76%); effort 
(4.76%); salaries to pay (4.76%); difficult (4.76%). 
General 
16.70% 
Holistic 
56.17% 
Macro environment (23.48%); financing (17.42%); business 
enterprise (11.36%); market environment (11.36%); managerial 
position (7.58%); labour (6.06%); role models (6.06%); physical 
facilities and expansion (4.55%); stakeholders (3.03%); change 
(2.27%); location (1.52%); work (0.76%); individual (0.76%); luck 
(0.76%); business studies (0.76%); philanthropist (0.76%); needs 
(0.76%); ambassador (0.76%). 
 Operational 40.43% 
Selling of goods and services (32.63%); marketing (17.89%); 
planning and strategy (14.74%); accounting (9.47%); production 
(4.21%); agreements (3.16%); SWOT analysis (3.16%); 
involvement (3.16%); registering business (3.16%); research 
(2.11%); *other (6.32%). 
 Unrelated 3.40 % 
Family-orientated (25.00%); magnet (25.00%); lovely (12.50%); 
informative (12.50%); believe (12.50%); link between government 
(12.50%). 
* Words occurring less than five times have been grouped as other. See Annexures B to D for a 
complete list of words generated. 
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In the affective category, the following positive associations were most frequently 
mentioned: makes money (16.67%), job creator (16.67%), freedom and 
independence (9.52%), self-sustaining (8.73%), wealth (7.94%), success (6.34%) 
and challenges (3.97%). The most frequently occurring negative associations were 
stressful (28.57%), working long hours (19.05%), owing money (4.76%), cunning 
(4.76%), sacrifice (4.76%), ambiguous (4.76%), caution (4.76%), HIV-related 
problems (4.76%) and effort (4.76%). 
 
The most frequently occurring words in the holistic subcategory (forming part of the 
general category) were macro environment (23.48%), financing (17.42%), business 
enterprise (11.36%), market environment (23.48%), managerial position (7.58%) and 
labour (6.06%). The most frequently occurring operational words were selling of 
goods and services (32.63%), marketing (17.89%), planning and strategy (14.74%), 
accounting (9.47%), production (4.21%) and agreements (3.16%). Words and the 
frequencies with which they occurred that had no direct relationship (unrelated) to 
the stimulus word “entrepreneur” included family-orientated (25.00%), magnet 
(25.00%), lovely (12.50%) informative (12.50%), believe (12.50%) and link between 
government (12.50%). 
 
5.5.2 THE POSITIONING OF THE WORDS WHICH SMALL BUSINESS 
OWNERS ASSOCIATED WITH “ENTREPRENEUR”  
 
From Table 5.11 it can be seen that the phrase innovative and original was 
generated first and most often (attributes; 15 times), followed by the words business-
owning person (synonyms; 14 times) and business founder (synonyms; 11 times). 
This implies that for 25 per cent of the participants these were the first words that 
came to mind when confronted with the word “entrepreneur”. The words generated in 
the next position of frequency were, risk-taker (attributes; 12 times), business-owning 
person (synonyms; 8 times) and innovative and original (attributes; 8 times). The 
words generated in the third position of frequency were risk-taker (attributes; 9 times) 
goal- and achievement-oriented (attributes; 8 times) and opportunistic (attributes; 6 
times).  
 
 
118 
 
Table 5.11 
Positioning of words recalled by small business owners 
(f = frequency of words) 
 
5.5.3 MOST FREQUENTLY OCCURRING WORDS RECALLED BY SMALL 
BUSINESS OWNERS 
 
The most frequently recurring words recalled by the small business owner 
participants are summarised in Table 5.12. The first four words occurring most 
frequently relate to the attributes possessed by an entrepreneur. These words were 
risk-taker (75 times), innovative and original (67 times), goal- and achievement-
orientated (59 times) and profit-orientated (46 times). The fifth and sixth most 
frequently occurring words were synonyms for the term “entrepreneur”, namely 
business founder (45 times) and business-owning person (43 times). Words 
positioned seventh up to tenth were attributes, namely creative (43 times), 
opportunistic (43 times), hardworking (32 times) and visionary (31 times). 
 
Table 5.12 
Most frequently occurring words among small business owners 
 Word f Sub-category Word f 
Sub-
category Word f 
Sub-
category 
First 
Word 
Innovative 
and 
original 
15 Attributes 
Business-
owning 
person 
14 Synonyms Business Founder 11 Synonyms 
Second 
word Risk-taker 12 Attributes 
Business-
owning 
person 
8 Synonyms Innovative and original 8 Attributes 
Third 
word Risk-taker 9 Attributes 
Goal- and 
achievement 
-oriented 
8 Attributes Opportunistic 6 Attributes 
No. Word Category Subcategory f 
1 Risk-taker Cognitive Attributes 75 
2 Innovative and original Cognitive Attributes 67 
3 Goal- and achievement-orientated Cognitive Attributes 59 
4 Profit-orientated  Cognitive Attributes 46 
5 Business founder Cognitive Synonyms 45 
6 Business-owning person Cognitive Synonyms 43 
7 Creative  Cognitive Attributes 43 
8 Opportunistic Cognitive Attributes 43 
9 Hardworking Cognitive Attributes 32 
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Table 5.12 (continued) 
Most frequently occurring words among small business owners 
(f = frequency of words) 
 
5.6 COMPARISONS BETWEEN STUDENT AND SMALL BUSINESS 
OWNER PARTICIPANTS 
 
In addition to the frequencies and positioning of words generated by the individual 
groups participating in this study, a comparison between them was also made. The 
results of these comparisons are discussed below. Students participating in the word 
association test prior to undertaking the entrepreneurship module are referred to as 
“students before”, whereas students participating in the word association test after 
completion of the module are referred to as “students after”. The most frequently 
recurring words recalled by both students before and students after, as well as those 
recalled by the small business owners in the different categories are presented in 
Table 5.13.  
 
5.6.1 THE NATURE OF THE WORDS WHICH STUDENT AND SMALL 
BUSINESS OWNER PARTICIPANTS ASSOCIATED WITH AN 
“ENTREPRENEUR”   
 
The majority of the words recalled by “student before”, “student after” and small 
business owners participants were of a cognitive nature. “Students after” (77.58%) 
recalled more words of a cognitive nature than “students before” (61.61%). The 
words recalled by small business owners (72.85%) were more of a cognitive nature 
10 Visionary  Cognitive Attributes 31 
11 Macro environment General Holistic 31 
12 Selling of goods and services General Operational 31 
13 Leader Cognitive Attributes 29 
14 Motivated Cognitive Attributes 29 
15 Networker Cognitive Attributes 27 
16 Financing General Holistic 23 
17 Passionate Cognitive Attributes 21 
18 Makes money Affective Positive 21 
19 Job creator Affective Positive 21 
20 Self-confidence Cognitive Attributes 19 
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and more in line with those recalled by “students after” (77.58%) than “students 
before” (61.61%). 
   
Affective associations were less frequently recalled by all participants. Only 13.34 
per cent (students before), 8.67 per cent (students after) and 10.45 per cent (small 
business owners) of the words recalled were categorised as affective in nature by 
the three participating groups. However, in the affective category the large majority 
of the words recalled were positive for all groups of participants, with small business 
owners (85.71%), “students before” (86.24%) and “students after” (87.93%) reporting 
similar percentages.  
 
“Student before” (25.05%) participants reported more words in the general category 
than “student after” (13.75%) and small business owner (16.70%) participants. The 
majority of the words recalled by students (before and after) and small business 
owners in the general category were either holistic or operational in nature. Small 
business owners recalled more operational words (40.43%) than both students 
before (39.71%) and students after (29.35%). “Students after” reported more holistic 
evaluations (68.48%) than “students before” (59.4%), whereas “students before” and 
small business owners (56.17%) reported similar percentages. With regard to the 
words coded as unrelated, small business owners (3.40%) reported the most words 
in this category, followed by “student after” (2.17%) and “student before” participants 
(0.85%).   
 
Table 5.13 
 A comparison of the nature of the words recalled by student 
and small business owner participants 
 
Students before Students after Small business owners 
Total number of words 1417 669 1407 
Total number of participants 163 75 163 
Average number of words 8.69 8.92 8.63 
Categories % f D % f D % f D 
Cognitive 61.61 873 69 77.58 519 51 72.85 1025 73 
Synonyms 12.94 113 7 13.49 70 6 13.76 141 7 
Attributes 81.67 713 53 81.50 423 39 78.83 808 56 
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Table 5.13 (continued) 
 A comparison of the nature of the words recalled by student 
and small business owner participants 
Skills and competencies 5.38 47 9 5.01 26 6 7.41 56 10 
Affective 13.34 189 31 8.67 58 19 10.45 147 35 
Positive 86.24 163 18 87.93 51 15 85.71 126 23 
Negative 13.76 26 13 12.07 7 4 14.29 21 12 
General 25.05 355 33 13.75 92 20 16.70 235 40 
Holistic 59.44 211 14 68.48 63 11 56.17 132 18 
Operational 39.71 141 16 29.35 27 8 40.43 95 16 
Unrelated 0.85 3 3 2.17 2 1 3.40 8 6 
(f = frequency of words; D = Number of different words) 
 
In the paragraphs above several differences in frequencies were noted between the 
three groups participating in this study. Whether these differences were, however, 
significant was established by undertaking Chi-square tests for independence. 
Craemer’s V statistics (V) was calculated to assess practical significance. 
 
From Table 5.14, it can be seen that a significant difference (Chi2 = 52.82, p < 
0.0005, V = 0.16)  exists in the nature of the words generated by students at the 
onset of an entrepreneurship module (students before) versus the nature of the 
words generated by students upon completion of that same module (students after). 
Craemer’s V statistics (V = 0.16) reveals this difference to be of small practical 
significance. The Chi-square value is greater than the critical value (df = 2; 5.99), 
therefore the null hypothesis is rejected in favour of the alternative hypothesis, as 
follows: 
 
Ha1:          There is a difference in the nature of words generated by students 
participating in the word association test before completing an 
entrepreneurship module and students after completing that 
entrepreneurship module.  
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Table 5.14 
A comparison between students before and students after 
 
 
Cognitive Affective General Total 
f % f % f % f % 
Students before 873 61.61% 189 13.34% 355 25.05% 1417 100% 
Students after 519 77.58% 58 8.67% 92 13.75% 669 100% 
Total 1392 66.73% 247 11.84% 447 21.43% 2086 100% 
Chi2 = 52.82, p < 0.0005 (statistically significant), V = 0.16 (small practical significance). 
(f = frequency of words) 
 
It can be observed that prior to undertaking the module, 61.61 per cent of the words 
generated by students were of a cognitive nature and 25.05 per cent of a general 
nature, whereas upon completion of the module, 77.58 per cent of the words 
generated were of a cognitive nature and only 13.75 per cent were of a general 
nature. These differences between students before and after completing the module 
in entrepreneurship reveal that a relationship exists between the exposure to an 
entrepreneurship module and the way students perceive entrepreneurship. 
 
From Table 5.15 it can be seen that a significant difference exists in the nature of the 
words generated between students assessed at the onset of the entrepreneurship 
module and small business owners (Chi2 = 41.79, p < 0.0005, V = 0.12). Craemer’s 
V statistics (V = 0.12) shows this difference to be of small practical significance. The 
Chi-square value is greater than the critical value (df = 2; 5.99), therefore the null 
hypothesis is rejected in favour of the alternative hypothesis as follows: 
 
Ha2:          There is a difference in the nature of words generated by students 
participating in the word association test before completing an 
entrepreneurship module and small business owners. 
 
 
 
 
 
 
Commented [JG1]: In Chapter 3, where we discussed our 
hypotheses, we referred to this as the level of education as 
opposed to exposure to an entrepreneurship module. Perhaps 
we should change it here because we have theory that backs 
up level of education and not specifically an entrepreneurship 
module? I don’t know 
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Table 5.15 
A comparison of students before and small business owners 
 
Cognitive Affective General Total 
f % f % f % f % 
Students before 873 61.61 189 13.34 355 25.05 1417 100 
Small business owners 1025 72.85 147 10.45 235 16.70 1407 100 
Total 1898 67.21 336 11.90 590 20.89 2824 100 
Chi2 = 41.79, p < 0.0005 (statistically significant), V = 0.12 (small practical significance). 
(f = frequency of words) 
 
From Table 5.15 it can be seen that small business owners generated more 
cognitive evaluations (72.85%) than “student before” (61.61%) participants. 
“Students before” participants made more general evaluations (25.05%) than small 
business owners (16.70%). These differences indicate that a relationship exists 
between an entrepreneurial experience and the nature of the words generated. 
Furthermore, this finding suggests that a gap exists between the way students 
perceive an entrepreneurial career before completing an entrepreneurship module 
and the actual perceptions of existing entrepreneurs.  
 
No significant difference (Chi2 = 5.32, p = 0.070, V = n/a p > 0.50) is reported 
between the nature of the words generated by students after completing the 
entrepreneurship module and small business owners (see Table 5.16) The Chi-
square value is less than the critical value (df = 2; 5.99), therefore the following null 
hypothesis cannot be rejected: 
 
H03:           There is no difference in the nature of words generated by students 
participating in the word association test after completing an 
entrepreneurship module and small business owners. 
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Table 5.16 
A comparison of students after and small business owners 
 
Cognitive Affective General Total 
f % f % f % f % 
Students after 519 77.58 58 8.67 92 13.75 669 100 
Small business owners 1025 72.85 147 10.45 235 16.70 1407 100 
Total 1544 74.37 205 9.87 327 15.75 2076 100 
Chi2 = 5.32, p = 0.070 (not statistically significant), V = n/a p > 0.50. 
(f = frequency of words) 
 
5.6.2 THE POSITIONING OF WORDS WHICH STUDENTS AND SMALL 
BUSINESS OWNER PARTICIPANTS ASSOCIATED WITH 
“ENTREPRENEUR”  
 
From Table 5.17 it can be seen that the words risk-taker and innovative and original 
were recalled either first, second or third among “students before”, “students after” 
and small business owners. The first word or phrase recalled most by “students 
before” was the phrase business enterprise (holistic). This phrase was recalled first 
(29 times) and second (13 times) most often by these students. Of the top three 
words or phrases being recalled first, second and third (giving a total of nine words), 
five were related to the attributes of an entrepreneur, two were holistic in nature, one 
was a positive association and one was a synonym. 
 
Table 5.17 
Positioning of words by students and 
small business owners 
 
STUDENTS BEFORE (163 PARTICIPANTS) 
 Word f Sub-category Word f 
Sub-
category Word f 
Sub-
category 
First 
word 
Business 
enterprise  29 Holistic 
Business-
owning 
person 
18 Synonyms Risk-taker 15 Attributes 
Second 
word 
Business 
enterprise  13 Holistic 
Makes 
money 13 Positive Creative 12 Attributes 
Third 
word Risk-taker 13 Attributes 
Profit-
orientated 9 Attributes 
Innovative 
and 
original 
9 Attributes 
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Table 5.17 (continued) 
Positioning of words by students and 
small business owners 
(f = frequency of words) 
 
In the case of “students after”, the first words that came to mind the most frequently 
when given the concept “entrepreneur” were risk-taker and profit-orientated. Risk-
taker (attributes) was recalled as the first word 12 times, as the second word 14 
times and as the third word 15 times. Profit-orientated (attributes), was also recalled 
as the first word 11 times, the second word 14 times and the third word 8 times. Of 
the top three words being recalled first, second and third (nine words in total), all 
nine related to the attributes of an entrepreneur. 
 
As such, the nature of the words first recalled differed between the “students before” 
and the “students after” participants.  Although most of the words recalled first by 
“students before” related to the attributes of an entrepreneur, some of these words 
fell into other categories.  By contrast, all the words recalled first by the students 
after related to the attributes of an entrepreneur.  
STUDENTS AFTER (75 PARTICIPANTS) 
 Word f Sub-category Word f 
Sub-
category Word f 
Sub-
category 
First 
word 
Innovative 
and 
original 
17 Attributes Risk-taker 12 Attributes Profit-orientated 11 Attributes 
Second 
word Risk-taker 14 Attributes 
Profit-
orientated 14 Attributes Creative 6 Attributes 
Third 
word Risk-taker 15 Attributes 
Profit-
orientated 8 Attributes 
Innovative and 
original 8 Attributes 
SMALL BUSINESS OWNERS (163 PARTICIPANTS) 
 Word f Sub-category Word f 
Sub-
category Word f 
Sub-
category 
First 
word 
Innovative 
and 
original 
15 Attributes 
Business-
owning 
person 
14 Synonyms Business Founder 11 Synonyms 
Second 
word Risk-taker 12 Attributes 
Business-
owning 
person 
8 Synonyms Innovative and original 8 Attributes 
Third 
word Risk-taker 9 Attributes 
Goal- and 
achievement
-orientated 
8 Attributes Opportunistic 6 Attributes 
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In the case of small business owners, the first words that came to mind most often 
when given the concept “entrepreneur” were innovative and original and business-
owning person. Innovative and original (attributes) was recalled as the first word 15 
times and as the second word 8 times, where business-owning person (synonym) 
was recalled as the first word 14 times, and as the second word 8 times. Of the top 
three words being recalled first, second and third (nine words in total), six related to 
the attributes of an entrepreneur and two were synonyms. 
 
A difference between the words recalled first by “students before” and the words 
recalled first by small business owners can be observed. The nature of the words 
recalled first by students before vary across the different categories and 
subcategories. The words recalled first by small business owners are similar in 
nature, as most relate to the attributes of an entrepreneur. In contrast to “students 
before”, the words recalled first by “students after” are similar in nature to the words 
recalled first by small business owners.  
 
5.6.3 THE MOST FREQUENTLY OCCURRING WORDS RECALLED BY 
STUDENT AND SMALL BUSINESS OWNER PARTICIPANTS 
 
A comparison of the top ten words that were recalled by “students before”, “students 
after” and small business owners is presented in Table 5.18. At the onset of the 
module, approximately half (48.47%) of the students recalled the word risk-taker, but 
after completing the entrepreneurship module, 86.67 per cent of the students 
recalled the term. Furthermore, after completing the entrepreneurship module, more 
students associated the words profit-orientated (92.00%), innovative and original 
(76.00%) and opportunistic (52.00%) with an entrepreneur, than did “students 
before” where only 26.99 per cent, 34.97 per cent and 23.31 per cent respectively 
recalled these words.  
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Table 5.18 
A comparison of the top ten words recalled by 
students and small business owners 
STUDENTS BEFORE (163 PARTICIPANTS) 
WORD CATEGORY SUBCATEGORY f %* 
Risk-taker  Cognitive Attributes 79 48.47
Business enterprise  General Holistic 70 42.94
Creative  Cognitive Attributes 63 38.65
Selling of goods and services  General Operational 58 35.58
Innovative and original Cognitive Attributes 57 34.97
Profit-orientated Cognitive Attributes 44 26.99
Makes money Affective Positive 44 26.99
Goal- and achievement-orientated Cognitive Attributes 42 25.76
Business founder Cognitive Synonyms 38 23.31
Opportunistic Cognitive Attributes 38 23.31
STUDENTS AFTER (75 PARTICIPANTS) 
WORD CATEGORY SUBCATEGORY f %* 
Profit-orientated Cognitive Attributes 69 92.00
Risk-taker Cognitive Attributes 65 86.67
Innovative and original Cognitive Attributes 57 76.00
Opportunistic Cognitive Attributes 39 52.00
Creative Cognitive Attributes 36 48.00
Goal- and achievement-orientated Cognitive Attributes 34 45.33
Business-owning person Cognitive Synonyms 26 34.67
Business founder Cognitive Synonyms 23 30.67
Macro environment General Holistic 21 28.00
Hardworking Cognitive Attributes 15 20.00
SMALL BUSINESS OWNERS (163 PARTICIPANTS) 
WORD CATEGORY SUBCATEGORY f %* 
Risk-taker Cognitive Attributes 75 46.01
Innovative and original Cognitive Attributes 67 41.10
Goal- and achievement-orientated Cognitive Attributes 59 36.20
Profit-orientated  Cognitive Attributes 46 28.22
Business founder Cognitive Synonyms 45 27.61
Business-owning person Cognitive Synonyms 43 26.38
Creative  Cognitive Attributes 43 26.38
Opportunistic Cognitive Attributes 43 26.38
Hardworking Cognitive Attributes 32 19.63
Visionary  Cognitive Attributes 31 19.02
* (f = frequency of words; percentages (%) calculated as  ? ?? ) 
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“Students before” frequently associated the words selling of goods and services 
(35.58%) and making money (26.99%) with an entrepreneur; however, “students 
after” did not recall these words in their top ten most frequently recalled words. 
Instead words such as macro environment (28.00%) and hardworking (20.00%) were 
recalled in the top ten words by “students after”.  Furthermore, the nature of the 
words recalled by “students before” varied among the different categories and 
subcategories. Of the top ten words recalled most frequently by “students before”, 
seven were cognitive, two were general and one was affective in nature. More 
specifically six were attributes, one was holistic, one was operational, one was 
positive and one was a synonym. By contrast, of the top ten words recalled most 
frequently by “students after”, nine of the ten words were cognitive in nature. More 
specifically, seven were attributes, two were synonyms and one was holistic.  All six 
of the seven attributes appearing in the top ten words recalled most frequently by 
“students after”, were also recalled by “students before”. The attribute hardworking 
was recalled among the top ten words by “students after” but not by “students 
before”. The synonym business owner was recalled as one of the top ten words by 
both “students before” and “students after”. Seven of the top ten words recalled most 
frequently by “students before” and “students after” were the same. 
 
A comparison of the top ten words that were recalled by “students before” and small 
business owners is also referred to in Table 5.18. Several of these words recalled by 
“students before” differed from the words recalled by small business owners. Among 
the top ten words recalled by “students before” that were not recalled by small 
business owners, were business enterprise (42.94%), selling of goods and services 
(35.58%) and makes money (26.99%). Similarly, among the top ten words recalled 
by small business owners, several words were not recalled by “students before”, 
namely goal- and achievement-orientated (36.20%), business-owning person 
(26.38%), hardworking (19.63%) and visionary (19.02%).  
 
Of the top ten words recalled most frequently by “students before”, seven were 
cognitive, two were general and one was affective in nature. More specifically, six 
were attributes, one was holistic, one was operational, one was positive and one was 
a synonym. By contrast, all top ten most frequently occurring words for the small 
business owners were cognitive in nature. More specifically, eight were attributes 
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and two were synonyms. Of the eight attributes recalled by small business owners, 
six were common among students before and small business owners (risk-taker, 
innovative and original, goal- and achievement-orientated, profit-orientated, creative 
and opportunistic). The two attributes recalled by small business owners but not by 
“students before” were hardworking and visionary. One of the two synonyms recalled 
by small business owners was the same as the synonym recalled by “students 
before” (business founder). Small business owners recalled the synonym business-
owning person whereas “students before” did not.  Words recalled by “students 
before” but not small business owners included the holistic term business enterprise, 
the operational term selling of goods and services and the positive term makes 
money. 
 
When comparing the small business owners and the “students after”, minimal 
differences were observed (see Table 5.18). Of the top ten words recalled by these 
two groups, nine were the same words. Small business owners recalled the word 
visionary, whereas “students after” recalled the word macro environment. These 
words were not common among the two groups.  Of the top ten words most 
frequently recalled among “students after”, nine were cognitive and one was holistic 
in nature. More specifically, eight were attributes of and two were synonyms for an 
entrepreneur, the synonyms being  business-owning person and business founder. 
For the small business owners, all top ten most frequently occurring words were 
cognitive in nature; more specifically, eight were attributes and two were synonyms. 
The two synonyms recalled by small business owners were also business-owning 
person and business founder. Seven of the eight attributes recalled by both groups 
were also the same. 
  
When comparing the top ten words most frequently associated with the term 
“entrepreneur” by the three groups of participants (see Table 5.18), the attribute risk-
taker was the most frequently recalled word among small business owners (46.01%), 
“students before” (48.47%) and “students after” (86.67%). Furthermore, it is clear 
that students prior to undertaking the entrepreneurship module associate an 
entrepreneur with being creative (38.65% and a risk-taker (48.47%), having a 
business enterprise (42.94%) and being involved in the selling of goods and services 
(35.58%). By contrast, students after completing the module in entrepreneurship, 
130 
 
associate an entrepreneur with being profit-orientated (92.00%), a risk-taker 
(86.67%), innovative and original (76.00%) and opportunistic (52.00%). Small 
business owners on the other hand associate an entrepreneur with being a risk-taker 
(46.01%), innovative and original (41.10%), goal- and achievement orientated 
(36.20%) and profit-orientated (28.22%). The frequency of associsations made by 
students after completing the entrepreneurship module are thus more in line with 
those made by the small business owners than are the associations made by 
students before starting the entrepreneurship module. 
 
5.7 DEMOGRAPHIC COMPARISONS FOR STUDENT PARTICIPANTS 
PRIOR TO UNDERTAKING THE ENTREPRENEURSHIP MODULE 
 
Based on the analyses undertaken above, no significance difference was reported in 
the nature of words generated by students after completing the entrepreneurship 
module and small business owners. The majority of words generated by these two 
groups were of a cognitive nature. Similarly, the words recalled first by “students 
after” were similar in nature to the words recalled first by small business owners. The 
frequency of associations made by “students after” were also more in line with those 
made by the small business owners than the association made by students before 
starting the entrepreneurship module. The perceptions that students have of an 
entrepreneur after completing the entrepreneurship module are similar in nature to 
those of small business owners and are thus closer to reality than the perceptions of 
students prior to undertaking the module.  For this reason, the “student before” 
participants were further analysed in terms of the nature, positioning and frequency 
of recurring words. This analysis was done to establish whether differences exist 
with regard to the gender and ethnic backgrounds of these students as well as their 
relation to an entrepreneur.  
 
5.7.1 THE NATURE OF THE WORDS ASSOCIATED WITH 
“ENTREPRENEUR” RECALLED BY STUDENTS BASED ON THEIR 
DEMOGRAPHIC PROFILE  
 
The nature of the words mostly associated with “entrepreneur” by “students before” 
are described in the paragraphs below. More specifically, the nature of the words 
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recalled by students from different demographic profiles will be presented. As per the 
coding framework, the nature of these words is categorised as cognitive, affective or 
general.  
 
5.7.1.1 The nature of the words recalled by students of different genders 
 
The majority of the words recalled by male (66.32%) and female (59.51%) students 
were of a cognitive nature. However, more of the words recalled by male than female 
students were of a cognitive nature. The majority of these cognitive words recalled 
by both male (84.66%) and female (80.00%) students related to the attributes of an 
entrepreneur. In the cognitive category, male (12.14%) and female (13.39%) 
students recalled more or less the same number of synonyms, but female students 
(6.61%) recalled more skills and competencies of an entrepreneur than did male 
students (3.19%). 
 
Female students (14.35%) made more affective associations with the term 
“entrepreneur” than did male students (10.59%). In this category, female students 
(91.85%) made more positive associations with “entrepreneur” than did male 
students (78.00%). Therefore, male students (22.00%) made more negative 
associations than did female students (8.15%). 
 
In the general category, the words recalled by male and female students were of a 
similar nature. Female students (58.94%) recalled slightly less holistic evaluations 
than male students (60.55%), whereas female students (39.84%) recalled slightly 
more operational words than male students (39.45%). Only 1.22 per cent of the 
words recalled by female students were categorised as unrelated, whereas none of 
the words recalled by male students were placed in this category.   
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Table 5.19 
A comparison of the nature of the words recalled by 
students of different genders 
 Female students Male students 
Total number of words 941 472 
Total number of participants 109 54 
Average number of words 8.67 8.74 
Categories % f D % f D 
Cognitive 59.51 560 77 66.32 313 60 
Synonyms 13.39 75 7 12.14 38 7 
Attributes 80 448 60 84.66 265 48 
Skills and competencies 6.61 37 10 3.19 10 5 
Affective 14.35 135 24 10.59 50 17 
Positive 91.85 124 18 78.00 39 9 
Negative 8.15 11 6 22.00 11 8 
General 26.14 246 31 23.09 109 24 
Holistic 58.94 145 14 60.55 66 11 
Operational 39.84 98 14 39.45 43 13 
Unrelated 1.22 3 3 00.00 0 0 
(f = frequency of words; D = Number of different words) 
 
As can be seen above, several differences have been noted in the nature of the 
words recalled between male and female students. Whether these differences are 
statistically and practically significant was determined using Chi-square and 
Craemer’s V statistics. 
 
Table 5.20 
A comparison of male and female students 
 
Cognitive Affective General Total 
f % f % f % f % 
Female 
students 560 59.51% 135 14.35% 246 26.14% 941 100% 
Male students 313 66.31% 50 10.59% 109 23.09% 472 100% 
Total 873 61.78% 185 13.09% 355 25.12% 1413 100% 
Chi2 = 6.90, p = 0.032 (statistically significant), V = 0.07 (not practically significant). 
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From the table above, it can be seen that a statistically significant difference (Chi2 = 
6.90, p = 0.032, V = 0.07) exists in the nature of the words generated by male and 
female students. Craemer’s V statistic (V = 0.07), however, reveals these differences 
to be of no practical significance. Although the Chi-square value is greater than the 
critical value (df = 2; 5.99) indicating statistical significance, the Craemer’s V statistic 
suggests no practical significance. Therefore, the null hypothesis below cannot be 
rejected:   
 
H04: There is no difference in the nature of words generated by male and 
female students. 
 
The nature of the words generated was investigated further in terms of the various 
subcategories. In the cognitive category, no statistically significant differences (Chi2 
= 5.12, p = 0.077, V = n/a p > 0.50) between male and female participants were 
noted in terms of the synonyms, attributes and skills and competencies recalled. 
Similarly, no statistically significant differences (Chi2 = 0.02, p = 0.876, V = n/a p > 
0.50) were observed in the general category in terms of the holistic, operational and 
unrelated words recalled by students. However, in the affective category, a 
statistically and practically significant (Chi2 = 6.68, p = 0.010, V = 0.19) difference in 
the positive and negative associations was reported between male (78.00%) and 
female (91.85%) students.   
 
5.7.1.2 The nature of the words recalled by students from different ethnic groups 
 
For all ethnic groups participating, the nature of the words recalled was more or less 
similar, with most words recalled being of a cognitive nature followed by words of a 
general and then affective nature (see Table 5.21). In the cognitive category, 
Coloured (63.37%) students recalled slightly more words than white (62.14%) or 
black (61.31%) students. In the cognitive category, Coloured students recalled more 
attributes (83.49%) and skills and competencies (6.42%) than did the other groups of 
students, whereas black students recalled more synonyms for “entrepreneur” 
(16.71%) than the other two groups of students. In the affective category, white 
students (88.88%) recalled slightly more positive associations with “entrepreneur” 
than did Coloured (87.50%) or black students (81.97%). 
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With regard to the general category, black students (27.92%) made slightly more 
general associations with “entrepreneur” than white (22.78%) or Coloured students 
(22.67%). However, in the general category, holistic words were recalled more 
frequently by Coloured (61.54%) and black (60.76%) students, whereas white 
students recalled more words of an operational nature (45.59%) than did the other 
two groups. Black students (1.90%) were the only group who recalled words that 
were unrelated to entrepreneurship in the context of the study. 
 
Table 5.21 
A comparison of the nature of the words recalled by 
students from different ethnic backgrounds 
 White students Black students Coloured students 
Total number of words 597 566 172 
Total number of participants 69 63 21 
Average number of words 8.65 8.98 8.19 
Categories % f D % f D % f D 
Cognitive 62.14 371 54 61.31 347 56 63.37 109 36 
Synonyms 9.70 36 6 16.71 58 7 10.09 11 4 
Attributes 82.75 307 40 80.40 279 44 83.49 91 29 
Skills and competencies 4.69 28 8 2.88 10 5 6.42 7 3 
Affective 15.08 90 21 10.78 61 19 13.95 24 12 
Positive 88.88 80 14 81.97 50 11 87.50 21 9 
Negative 11.11 10 7 18.03 11 8 12.50 3 3 
General 22.78 136 25 27.92 158 25 22.67 39 14 
Holistic 54.41 74 12 60.76 96 10 61.54 24 8 
Operational 45.59 62 13 37.34 59 12 38.46 15 6 
Unrelated 0.00 0 0 1.90 3 3 0.00 0 0 
(f = frequency of words; D = Number of different words) 
 
As can be seen, several differences exist in the nature of the words recalled by 
students from different ethnic groups. Whether these differences are statistically and 
practically significant was established by calculating Chi square and Craemer’s V 
statistics. 
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Table 5.22 
A comparison of students based on ethnicity 
 
Cognitive Affective General Total 
f % f % f % f % 
White 371 62.14 90 15.08 136 22.78 597 100 
Black 347 61.31 61 10.78 158 27.92 566 100 
Coloured 109 63.37 24 13.95 39 22.67 172 100 
Total 827 61.95 175 13.11 333 24.94 1335 100 
Chi2 = 7.78, p = 0.100 (statistically insignificant), V = n/a p > 0.50. 
 
From the table above, it appears that there is no significant difference between the 
nature of the words recalled by students from different ethnic groups (Chi2 = 7.78, p 
= 0.100, V = n/a p > 0.50). The Chi-square value is less than the critical value (df = 
4; 9.49), therefore the null hypothesis below cannot be rejected: 
 
H05: There is no difference in the nature of words generated by individuals 
from different ethnic groups. 
 
The nature of the words generated was investigated further in terms of the various 
subcategories. In the cognitive category, statistically significant differences (Chi2 = 
15.17, p = 0.004, V = 0.10) are reported between students from different ethnic 
groups in terms of the frequency of synonyms, attributes and skills and 
competencies recalled.  As mentioned above Coloured students recalled more 
attributes (83.49%) and skills and competencies (6.42%) than the other ethnic 
groups of students, whereas black students recalled more synonyms for 
“entrepreneur” (16.71%) than the other two groups. In the affective category, no 
statistical differences (Chi2 = 1.51, p = 0.471) are reported in the words recalled by 
students from different ethnic backgrounds. Similarly, no statistical differences are 
reported in the general category (Chi2 = 1.83, p = 0.400) for these groups. 
 
5.7.1.3 The nature of the words recalled by students based on being related to an 
entrepreneur  
 
When considering the nature of the words generated by students with and without a 
relation to an entrepreneur, similar frequencies were reported for the cognitive 
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associations for both the students who were related to an entrepreneur (62.20%) and 
those students without such a relation (61.89%). In the subcategories, students with 
a relation who was an entrepreneur recalled more attributes of an entrepreneur 
(83.62%), but fewer synonyms (10.86%) than students not related to an 
entrepreneur, who reported 79.80 per cent and 14.57 per cent for the categories. 
 
Students related to an entrepreneur (14.93%) recalled more words of an affective 
nature than students with no relation to an entrepreneur (10.86%). However, 
students not related to  an entrepreneur recalled more positive associations 
(90.57%) than those students related to an entrepreneur. 
 
Table 5.23 
A comparison of the nature of the words recalled by 
students based on relation to an entrepreneur 
 Students related to an 
entrepreneur 
Students not related to an 
entrepreneur 
Total number of words 844 488 
Total number of participants 97 55 
Average number of words 8.70 8.87 
Categories % f D % f D 
Cognitive 62.20 525 64 61.89 302 58 
Synonyms 10.86 57 7 14.57 44 6 
Attributes 83.62 439 48 79.80 241 46 
Skills and competencies 5.52 29 9 5.63 17 6 
Affective 14.93 126 28 10.86 53 18 
Positive 84.13 106 16 90.57 48 13 
Negative 15.87 20 12 9.43 5 5 
Categories % f D % f D 
General 22.87 193 25 27.25 133 28 
Holistic 62.18 120 11 57.89 77 14 
Operational 36.79 71 12 41.35 55 13 
Unrelated 1.03 2 2 0.75 1 1 
(f = frequency of words; D = Number of different words) 
 
In the general category, students not related to an entrepreneur (27.25%) recalled 
more words than students (22.87%) related to an entrepreneur. Of these general 
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associations, students related to an entrepreneur (62.18%) made more holistic 
associations than student not related (57.89%), whereas students with no relation to 
an entrepreneur (41.35%) associated more operational terms than students who 
were related (36.79%).  
 
These differences in the nature of the words generated by students with and without 
an entrepreneur relation were tested for statistical significance by calculating the Chi-
square statistic. In addition, practical significance was established by calculating 
Craemer’s V statistics. 
Table 5.24 
A comparison of students with and without relation to an entrepreneur  
 
Cognitive Affective General Total 
f % f % f % f % 
Related 525 62.20 126 14.93 193 22.87 844 100 
Not related 302 61.89 53 10.86 133 27.25 488 100 
Total 827 62.09 179 13.44 326 24.47 1332 100 
Chi2 = 6.24, p = 0.044 (statistically significant), V = 0.07 (practically significant). 
 
A significant difference exists in the nature of words generated between students 
with and without relation to an entrepreneur (Chi2 = 6.24, p = 0.044, V = 0.07). 
However, Craemer’s V statistics reveals this difference to be of no practical 
significance (V = 0.07). Although the Chi-square value is greater than the critical 
value (df = 2; 5.99), the differences is not practically significant. Therefore, the null 
hypothesis cannot be rejected in favour of the alternative hypothesis: 
 
H06: There is no difference in the nature of words generated by students 
related to an entrepreneur and students who are not related to an 
entrepreneur. 
 
When further investigating the nature of the words generated by students related and 
not related to an entrepreneur, in terms of the various subcategories, no statistical  
significant differences were found in terms of the frequency of words generated in 
the  cognitive (Chi2 = 2.51, p = 0 .285), affective (Chi2 = 1.29, p = 0.257) or general 
(Chi2 = 0.66, p = 0.416) categories 
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5.7.2 THE POSITIONING OF WORDS ASSOCIATED WITH 
“ENTREPRENEUR” RECALLED BY STUDENTS BASED ON THEIR 
DEMOGRAPHIC PROFILE 
 
In the sections below, the first three words that came to mind upon seeing the term 
“entrepreneur” among student before participants of different genders, ethnic 
backgrounds and relation to an entrepreneur are presented. 
 
5.7.2.1 The positioning of words based on gender 
 
From Table 5.25 it can be seen that in the case of female students, the first word that 
came to mind the most times was business enterprise (holistic). This word was 
recalled first (20 times) and second (7 times) the most times. The word risk taker 
(attributes) was recalled as the word that came to mind first 7 times, second 7 times 
and third 11 times. Of the top three words being recalled first, second and third  (nine 
words in total), five related to the attributes of an entrepreneur, three were holistic in 
nature and one was a synonym for “entrepreneur”. 
 
Table 5.25 
Positioning of words recalled by students of different genders 
 
 
 
 
 
FEMALE STUDENTS (109 PARTICIPANTS) 
Word 
position Word f 
Sub-
category Word f 
Sub-
category Word f 
Sub-
category
First business enterprise 20 holistic 
business-
owning 
person 
14 synonym risk-taker 7 attributes
Second risk-taker 7 attributes business enterprise 7 holistic 
makes 
money 7 attributes
Third risk-taker 11 attributes profit-orientated 7 attributes financing 7 holistic 
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Table 5.25 (continued) 
Positioning of words recalled by students of different genders 
(f = frequency of words) 
 
For male students, the first word that came to mind the most times was business 
enterprise (holistic). This word was recalled as the first word (16 times) and as the 
second word (5 times) the most times. The word creative (attributes) was recalled 
first 14 times and second 4 times. Macro environment (holistic) was recalled most 
frequently as the first word 13 times, as the second word 3 times and as the third 
word 4 times. Of the top three words being recalled first, second and third (nine 
words in total), four related to the attributes of an entrepreneur and five were holistic 
in nature. 
 
In summary, the word risk-taker was recalled either first, second or third the most 
frequently among female students – but it was not recalled as one of the first three 
words that came to mind among male students. The word creative was recalled 
either first or second among male students the most often – but was not mentioned 
as one of the first three words that came to mind among female participants. 
Business enterprise was recalled the most times as either the first or second word 
that came to mind, among both male and female student participants. Macro 
environment was recalled either first, second or third among male students but was 
not recalled as one of the top three words among female students. The nature of the 
words recalled first, second and third the most times by female students thus differs 
from those recalled by male students. Although the words recalled in these positions 
by both male and female students were either attributes or holistic in nature, female 
MALE STUDENTS (54 PARTICIPANTS) 
Word 
position Word f 
Sub-
category Word f 
Sub-
category Word f 
Sub-
category
First business enterprise 16 holistic creative 14 attributes
macro 
environment 13 holistic 
Second business enterprise 5 holistic creative 4 attributes
macro 
environment 3 holistic 
Third macro environment 4 holistic determined 4 attributes
innovative 
and original 3 attributes
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students recalled more attributes of an entrepreneur whereas male students recalled 
more holistic associations. 
 
5.7.2.2 The positioning of words based on ethnicity 
 
The words recalled first most frequently by white students were either business 
enterprise or business-owning person. Business enterprise (holistic) was recalled as 
the first word 10 times and as the second word 3 times. Business-owning person 
(synonyms) was recalled first 6 times and second 3 times among white students. Of 
the top three words being recalled first, second and third by white students (nine 
words in total), four related to synonyms of an entrepreneur, three related to 
attributes of an entrepreneur and two were holistic in nature. 
 
Among black students, the words business-owning person and risk-taker were 
recalled most frequently as the first words that came to mind. The word risk-taker 
(attributes) was recalled as the first word 9 times, the second word 7 times and the 
third word 5 times. Business-owning person (synonyms) was recalled as the first 
phrase 11 times and the third phrase 7 times. Of the top three words being recalled 
first, second and third by black students (nine words in total), three related to 
synonyms of an entrepreneur, four related to attributes of an entrepreneur and two 
were holistic in nature. 
 
The first word or phrase that came to mind most frequently among Coloured 
students was business enterprise (5 times; holistic). The words risk-taker and 
creative were also words that were recalled first or second most often. Creative 
(attributes) was recalled as the second (4 times) and third (2 times) word most often. 
Risk-taker (attributes) was recalled as the first word 2 times and the third word once. 
Of the top three words being recalled first, second and third by Coloured students 
(nine words in total), two related to synonyms of an entrepreneur, six related to 
attributes of an entrepreneur and one was holistic in nature. 
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Table 5.26 
Positioning of words recalled by students of different ethnic backgrounds 
(f = frequency of words) 
 
The top three words in common which came to mind for white, black and Coloured 
students were business enterprise, business-owning person, risk-taker and business 
WHITE STUDENTS (69 PARTICIPANTS) 
Word 
position Word f 
Sub-
category Word f 
Sub-
category Word f 
Sub-
category 
First business enterprise 10 holistic 
business-
owning 
person 
6 synonyms creative 6 attributes 
Second 
business-
owning 
person 
3 synonyms innovator 3 synonyms business enterprise 3 holistic 
Third risk-taker 9 attributes profit-orientated 4 attributes 
business 
founder 2 synonyms
BLACK STUDENTS (63 PARTICIPANTS) 
Word 
position Word f 
Sub-
category Word f 
Sub-
category Word f 
Sub-
category 
First 
business-
owning 
person 
11 synonyms risk-taker 9 attributes profit-orientated 7 attributes 
Second business enterprise 8 holistic risk-taker 7 attributes 
business 
founder 5 synonyms
Third 
business-
owning 
person 
7 synonyms financing 5 holistic risk-taker 5 attributes 
COLOURED STUDENTS (21 PARTICIPANTS) 
Word 
position Word f 
Sub-
category Word f 
Sub-
category Word f 
Sub-
category 
First business enterprise 5 holistic ambitious 3 attributes risk-taker 2 attributes 
Second creative 4 attributes business founder 2 synonyms
business-
owning 
person 
1 synonyms
Third creative 2 attributes 
committed 
and 
dedicated 
2 attributes risk-taker 1 attributes 
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founder. The word creative was recalled first among white students and second and 
third among Coloured students but not recalled as one of the first three words that 
came to mind for black students. Profit-orientated was recalled first by black students 
and third by white students but was not recalled as one of the first three words that 
came to mind among Coloured students. White students recalled the word innovator, 
which was not recalled by black or Coloured students. The word financing was 
recalled by black students but not recalled by white or Coloured students as one of 
the top three words that came to mind. Coloured students, however, recalled the 
words ambitious and committed and dedicated, which were not among the first three 
words that came to mind among white and black students. 
 
Differences in the positioning of the words recalled thus exist among students from 
different ethnic backgrounds. The nature of the words recalled first were either 
synonyms, attributes or words of a holistic nature. White students recalled more 
synonyms for “entrepreneur”, while black and Coloured students recalled more 
attributes of an entrepreneur. 
 
5.7.2.3 The positioning of words based on relation to an entrepreneur   
 
Among students who were related to an entrepreneur, the phrase business 
enterprise (holistic) was recalled most often first (16 times) and second (6 times). 
Risk-taker (attributes) was recalled as the first word 8 times, the second word 5 
times and the third word 9 times. Of the top three words recalled by students related 
to an entrepreneur (nine in total), six words related to the attributes of an 
entrepreneur, two were holistic in nature and one was a synonym for “entrepreneur”. 
 
The word business enterprise (holistic) was the first word recalled (8 times) and the 
second word recalled (4 times) most frequently among students with no relation to 
an entrepreneur. Risk-taker (attributes) was recalled as the first word 7 times and the 
third word 3 times. Of the top three words recalled by students not related to an 
entrepreneur (nine in total), four related to words of a holistic nature, three were 
attributes and two were synonyms. 
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The words recalled most frequently among students with and without relation to an 
entrepreneur were business enterprise and risk-taker. The phrase business 
enterprise was the first that came to mind most frequently among students with and 
without relation to an entrepreneur. The phrase makes money was recalled as 
second and the phrase innovative and original was recalled as third among students 
who were related to an entrepreneur. However these words were not recalled as the 
top three words that came to mind among students with no relation to an 
entrepreneur. By contrast, the phrase macro environment was recalled second and 
the word financing was recalled third among students with no relation to an 
entrepreneur; however these words were not recalled as the first three words that 
came to mind among students related to an entrepreneur. Students with a relation 
and without a relation to an entrepreneur recalled similar words first. However, the 
words recalled by students with no relation to an entrepreneur varied across the 
different subcategories. By contrast, the majority of the words recalled by students 
related to an entrepreneur were attributes of an entrepreneur.  
 
Table 5.27 
Positioning of words recalled by students based on relation to an entrepreneur 
 
 
 
 
 
 
 
 
 
STUDENTS RELATED TO AN ENTREPRENEUR (97 PARTICIPANTS) 
Word 
position Word f 
Sub-
category Word f 
Sub-
category Word f 
Sub-
category 
First business enterprise 16 holistic 
business-
owning 
person 
9 synonyms risk-taker 8 attributes 
Second business enterprise 6 holistic 
makes 
money 6 attributes risk-taker 5 attributes 
Third risk-taker 9 attributes innovative and original 6 attributes 
profit-
orientated 3 attributes 
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Table 5.27 (continued) 
Positioning of words recalled by students based on relation to an entrepreneur 
(f = frequency of words) 
 
5.7.3 THE TOP TEN MOST FREQUENTLY OCCURRING WORDS 
RECALLED BY STUDENTS BASED ON THEIR DEMOGRAPHIC 
PROFILES  
 
In the sections below, the top three words that occurred most frequently among 
student before participants of different genders, ethnic backgrounds and relation to 
entrepreneurs are presented. 
 
5.7.3.1 Top ten most frequently occurring words among students of different 
genders 
 
The top ten most frequently recalled words by female and male students are 
presented in Table 5.28. For both male (50%) and female (47.7%) participants the 
word risk-taker was recalled most frequently. Female students mostly associate an 
entrepreneur with being a risk-taker (47.71%), a business enterprise (45.87%), being 
innovative and original (36.70%), the selling of goods and services (36.70%) and 
being creative (33.03%). Male students mostly associate an entrepreneur with being 
a risk-taker (50.00%), being creative (50.00%), a business enterprise (37.04%), 
selling of goods and services (33.33%) and being innovative and original (31.48%). 
 
 
 
 
 
 
 
 
 
 
 
STUDENTS NOT RELATED TO AN ENTREPRENEUR (55 PARTICIPANTS) 
Word 
position Word f 
Sub-
category Word f 
Sub-
category Word f 
Sub-
category 
First business enterprise 8 holistic risk-taker 7 attributes 
business-
owning 
person 
5 synonyms
Second business enterprise 4 holistic 
macro 
environment 3 holistic 
business 
founder 3 synonyms
Third profit-orientated 4 attributes financing 4 holistic risk-taker 3 attributes 
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Table 5.28 
Ttop ten most frequently recalled words by students of different genders 
FEMALE STUDENTS (109 PARTICIPANTS) 
WORD CATEGORY SUBCATEGORY f %* 
Risk-taker Cognitive Attributes 52 47.71 
Business enterprise  General Holistic 50 45.87 
Innovative and original Cognitive Attributes 40 36.70 
Selling of goods and services General Operational 40 36.70 
Creative Cognitive Attributes 36 33.03 
Makes money Affective Positive 34 31.19 
Profit-orientated Cognitive Attributes 31 28.44 
Goal- and achievement-orientated  Cognitive Attributes 31 28.44 
Business founder  Cognitive Synonyms 27 24.77 
Business-owning person Cognitive Synonyms 26 23.85 
MALE STUDENTS (54 PARTICIPANTS) 
WORD CATEGORY SUBCATEGORY f %* 
Risk-taker Cognitive Attributes 27 50.00 
Creative Cognitive Attributes 27 50.00 
Business enterprise  General Holistic 20 37.04 
Selling of goods and services General Operational 18 33.33 
Innovative and original Cognitive Attributes 17 31.48 
Leader Cognitive Attributes 16 29.63 
Macro environment General Holistic 16 29.63 
Hardworking Cognitive Attributes 14 25.93 
Profit-orientated  Cognitive Attributes 13 24.07 
Opportunistic Cognitive Attributes 12 22.22 
* (f = frequency of words; percentages (%) calculated as  ? ?? ) 
 
Of the top ten most frequently recalled words by female students, seven were 
cognitive, two were general and one was affective in nature. More specifically, five 
were attributes, two were synonyms and one word was recalled in each of the 
holistic, operational and positive subcategories. Among the male student 
participants, seven of the top ten words recalled most frequently were of a cognitive 
nature and three of a general nature. More specifically, seven were from the 
attributes, two from holistic and one from the operational subcategories.  
 
Of the attributes most frequently recalled by male and female students, four were the 
same (risk-taker, creative, innovative and original and profit-orientated). The 
operational phrase recalled most frequently by both male and female students was 
the same (selling of goods and services), and one of the holistic phrases recalled by 
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both groups was the same (business enterprise). Among the top ten most frequently 
recalled words by females and not by males were makes money, goal- and 
achievement-orientated, business founder and business-owing person, whereas the 
top ten most frequently recalled words by males and not females were leader, macro 
environment, hardworking and opportunistic.  
 
5.7.3.2 Top ten most frequently occurring words among students of different 
ethnic backgrounds 
 
From Table 5.29 it can be observed that white students mostly consder an 
entrepreneur as someone who is a risk-taker (49.28%), innovative and original 
(34.78%), makes money (37.68%) and owns and manages a business enterprise 
(42.03%). Black students mostly considered an entrepreneur as someone who is a 
risk-taker (53.97%), profit-orientated (47.62%), innovative and original (39.68%) and 
involved in the selling of goods and services (39.68%). Coloured students on the 
other hand considered an entrepreneur as someone who is creative (52.38%), a risk-
taker (38.10%), motivated (33.33%) and involved in the management of a business 
enterprise (42.86%).  
 
The word risk-taker was the most frequently recalled word among white (49.28%) 
and black (53.97%) students, while risk-taker was recalled the third most times 
among Coloured students (38.10%). The most frequently occurring word among 
Coloured students was the word creative (52.38%). The word creative was the 
second word recalled among white students (44.93%) and the seventh most 
frequently recalled word among black students (28.57%). 
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Table 5.29 
Top ten most frequently recalled words by students of different 
ethnic backgrounds 
WHITE STUDENTS (69 PARTICIPANTS) 
 WORD CATEGORY SUBCATEGORY f %* 
1 Risk-taker Cognitive Attributes 34 49.28
2 Creative Cognitive Attributes 31 44.93
3 Business enterprise  General Holistic 29 42.03
4 Makes money Affective Positive 26 37.68
5 Innovative and original Cognitive Attributes 24 34.78
6 Selling of goods and services General Operational 24 34.78
7 Leader Cognitive Attributes 21 30.43
8 Goal- and achievement-orientated  Cognitive Attributes 17 24.64
9 Hardworking Cognitive Attributes 16 23.19
10 Opportunistic Cognitive Attributes 15 21.74
BLACK STUDENTS  (63 PARTICIPANTS) 
 WORD CATEGORY SUBCATEGORY f %* 
1 Risk-taker Cognitive Attributes 34 53.97
2 Profit-orientated  Cognitive Attributes 30 47.62
3 Innovative and original Cognitive Attributes 25 39.68
4 Selling of goods and services General Operational 25 39.68
5 Business founder  Cognitive Synonyms 23 36.51
6 Business-owning person Cognitive Synonyms 18 28.57
7 Creative Cognitive Attributes 18 28.57
8 Goal- and achievement-orientated  Cognitive Attributes 17 26.98
9 Opportunistic Cognitive Attributes 13 20.63
10 Hardworking Cognitive Attributes 11 17.46
COLOURED STUDENTS (21 PARTICIPANTS) 
 WORD CATEGORY SUBCATEGORY f %* 
1 Creative Cognitive Attributes 11 52.38
2 Business enterprise  General Holistic 9 42.86
3 Risk-taker Cognitive Attributes 8 38.10
4 Motivated Cognitive Attributes 7 33.33
5 Ambitious Cognitive Attributes 7 33.33
6 Makes money Affective Positive 7 33.33
7 Opportunistic Cognitive Attributes 6 28.57
8 Profit-orientated  Cognitive Attributes 5 23.81
9 Flexible Cognitive Attributes 5 23.81
10 Freedom and independence Affective Positive 5 23.81
* (f = frequency of words; percentages (%) calculated as  ? ?? ) 
 
Of the top ten most frequently recalled words by white students, seven were 
cognitive, two were general and one was affective. More specifically, seven were 
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attributes, one operational, one holistic and one positive. Among the black students, 
nine were cognitive in nature and one was general. More specifically, seven were 
attributes, two were synonyms and one was operational. Seven of the ten words 
recalled by Coloured students were cognitive in nature, two were affective and one 
was general. More specifically, seven were attributes, two were positive and one was 
holistic.  
 
Of the attributes recalled among the top ten words by white, black and Coloured 
students, three were the same (creative, risk-taker and opportunistic). The attributes 
innovative and original, goal- and achievement-orientated and hardworking were 
common to white and black students, but not recalled among the top ten words of 
Coloured students. Instead, Coloured students recalled the attributes motivated, 
ambitious and flexible among their top ten words whereas black and white students 
did not. The operational phrase recalled among the top ten words of both white and 
black students was selling of goods and services. This operational term was, 
however, not recalled as among the top ten of Coloured students. The most 
frequently recalled positive association was makes money. This term was common 
among the top ten words recalled by both white and Coloured students, but not as 
among the top ten words recalled by black students. The holistic term business 
enterprise was most recalled among the top ten words of Coloured and white 
students, but not among the top ten recalled by black students. A top-ten word 
recalled by white students that was not recalled as one of the top ten words by black 
or Coloured students was leader. Black students recalled the synonyms for 
“entrepreneur” of business founder and business-owning person, whereas these 
synonyms were not recalled among the top ten words recalled by white and 
Coloured students. Among the top ten most frequently recalled words, Coloured 
students recalled words such as motivated, ambitious, flexible and freedom and 
independence, which were not recalled by black and white students. 
 
5.7.3.3 Top ten most frequently occurring words among students based on 
relation to an entrepreneur 
 
The top ten most frequently recalled words among students based on relation to an 
entrepreneur are referred to in Table 5.30. It can be seen that students who were 
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related to an entrepreneur, considered an entrepreneur to be someone who is a risk-
taker (52.58%), involved in the management of a business enterprise (40.21%), who 
is creative (39.18%) and innovative and original (39.18%). Students not related to an 
entrepreneur similarly associated an entrepreneur with being risk-taker (41.82%) and 
being creative (41.82%), as someone who is involved in the management of a 
business enterprise (41.82%) and the selling of goods and services (38.18%). 
 
Seven of the ten words recalled most frequently by students related to an 
entrepreneur were cognitive in nature, two were general and one was affective. More 
specifically, seven were attributes of an entrepreneur, one was positive, and the two 
words in the general category fell into the holistic and operational subcategories. In 
the case of students with no relation to an entrepreneur, six of the words were 
cognitive in nature and the other four fell into the general category. Of the six words 
that were cognitive in nature, five of the words were attributes and one was a 
synonym of “entrepreneur”. Three of the words in the general category were holistic 
in nature, while one was an operational term related to an entrepreneur.  
 
Students with and without relation to an entrepreneur, recalled four of the attributes 
in common. These words were risk-taker, creative, profit-orientated and innovative 
and original. Both students with and without relation to an entrepreneur recalled the 
operational term selling of goods and services. One of the holistic words recalled by 
students with and without relation to an entrepreneur was the same, namely 
business enterprise. The words makes money, goal- and achievement-orientated, 
hardworking and leader were recalled by students related to an entrepreneur, but not 
recalled as frequently among students with no relation to an entrepreneur. Instead, 
students with no relation to an entrepreneur recalled the words business founder, 
macro environment, financing and opportunistic as among their top ten words. 
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Table 5.30 
Top ten most frequently recalled words by students based on 
relation to an entrepreneur 
STUDENTS RELATED TO AN ENTREPRENEUR (97 PARTICIPANTS) 
WORD CATEGORY SUBCATEGORY f %* 
Risk-taker Cognitive Attributes 51 52.58 
Business enterprise  General Holistic 39 40.21 
Creative Cognitive Attributes 38 39.18 
Innovative and original Cognitive Attributes 38 39.18 
Makes money Affective Positive 31 31.96 
Selling of goods and services General Operational 30 30.93 
Goal- and achievement-orientated  Cognitive Attributes 29 29.90 
Profit-orientated  Cognitive Attributes 26 26.80 
Hardworking Cognitive Attributes 23 23.71 
Leader Cognitive Attributes 22 22.68 
STUDENTS WITH NO RELATION TO AN ENTREPRENEUR  (55 PARTICIPANTS) 
WORD CATEGORY SUBCATEGORY f %* 
Risk-taker Cognitive Attributes 23 41.82 
Creative Cognitive Attributes 23 41.82 
Business enterprise  General Holistic 23 41.82 
Selling of goods and services General Operational 21 38.18 
Business founder  Cognitive Synonyms 18 32.73 
Profit-orientated  Cognitive Attributes 16 29.09 
Innovative and original Cognitive Attributes 15 27.27 
Macro environment General Holistic 14 25.45 
Financing General Holistic 13 23.64 
Opportunistic Cognitive Attributes 12 21.82 
* Percentages (%) calculated as  ? ??  
 
5.8 SUMMARY 
 
The results of the word association tests undertaken by students before starting and 
after completing the entrepreneurship model, as well as by small business owners, 
were reported in this chapter. More specifically, the nature of the words recalled, the 
positioning of the words and the frequency of recurring words were analysed and 
reported for each group of participants. The results of the word association test were 
then further compared among the three groups of participants.  Whether the 
differences identified in the nature of the word reported by the three different groups 
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were statistically and practically significant was assessed by calculating the Chi-
square and Craemer’s V statistics.  
 
In addition to the above, the student participants who had not yet undertaken the 
module in entrepreneurship were further analysed to establish whether differences 
existed between them in terms of gender, ethnicity and relation to an entrepreneur. 
These differences were also established in terms of the nature, positioning and 
frequencies of words recalled.    
 
In Chapter 5, the final chapter of this study, the contents of the preceding chapters 
will be summarised. Conclusions and recommendations will be made and in 
conclusion,  contributions and limitations will be highlighted. 
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CHAPTER 6 
 
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 
 
6.1 INTRODUCTION 
 
In Chapter 5, the empirical findings of this study were presented. The purpose of 
Chapter 6, the final Chapter, is to provide an overview of the study as whole and to 
summarise and interpret the key findings. Practical implications will be described and 
several recommendations proposed. In addition, the contribution and limitations of 
the study will be highlighted, and several recommendations for future research will 
be suggested. 
 
6.2 OVERVIEW OF THE STUDY  
 
In Chapter 1, an introduction and a background to the topic under investigation were 
provided. The introduction and background were followed by the problem statement, 
the purpose and the research objectives of the study. A lack of entrepreneurial 
activity and entrepreneurial intention among South Africans was identified as the 
main problem leading to this study. The purpose of this study was to determine the 
perception and image of an entrepreneur in the eyes of various stakeholders – the 
reasoning being that if the image of an entrepreneur could be determined, one could 
establish whether the image positively or negatively influences entrepreneurial 
intentions as well as potential future entrepreneurial activity. Against this 
background, the primary and secondary objectives were formulated. 
 
The primary objective of this study was to identify the perception and image that 
potential entrepreneurs (students) and existing entrepreneurs (small business 
owners) have of an entrepreneur. In order to address the primary objective, the 
following secondary objectives were formulated: 
 
a) To undertake a theoretical investigation into the nature and importance of 
entrepreneurship, as well as the various challenges faced. In addition, an 
entrepreneur will be described in terms of the various attributes, rewards 
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and drawbacks that are associated with being an entrepreneur in the 
literature. The factors that motivate an individual’s choice to become an 
entrepreneur will also be discussed by considering the entrepreneurial 
push and pull factors. 
 
b) To undertake a theoretical investigation into the factors that influence 
entrepreneurial intentions by considering existing intentions-based 
models. The nature and formation of perceptions, image and attitude will 
also be described. Furthermore, the nature and importance of existing 
perceptions, image and attitude in the context of entrepreneurship will be 
discussed. 
  
c) To investigate the appropriateness of the qualitative projective technique, 
namely word association, as the method to achieve the primary objective 
of this study. 
 
d) To establish the perception and image of an entrepreneur held by students 
and small business owners by undertaking a word association test. 
 
e) To use the theory of entrepreneurship as a guide for developing a coding 
framework for finding underlying themes in the words generated by the 
word association tests. It is from these themes that an image of an 
entrepreneur will be conceptualised through the use of a summative 
(manifest) content analysis.  
 
f) To put forward recommendations for developing and promoting the image 
of entrepreneurship based on the findings of this study.  
 
Based on these objectives, the research questions and research hypotheses were 
presented in Chapter 1. In addition, the secondary and primary research methods 
were described and the scope and demarcation of the study outlined. The Chapter 
concluded by defining important terms used in the study, and by providing an 
overview of the contents. 
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Chapter 2 provided an overview of the theoretical body of knowledge on which 
perceptions and images of an entrepreneur are based. More specifically, the nature 
and importance of entrepreneurship and the attributes (personality traits, 
characteristics and skills) associated with an entrepreneur were discussed. From the 
literature, it is evident that entrepreneurship means different things to different 
people. Entrepreneurship has been described as the set of activities and processes 
involved in the initiation and management of new business ventures. These 
processes are driven by innovation, dynamism and strategy, with the aim of 
achieving growth and business value appreciation. Despite varying interpretations of 
entrepreneurship, consensus exists that entrepreneurship is an important contributor 
to economic development, employment creation, innovation and social welfare. 
 
In modern times, research has moved towards distinguishing the entrepreneur as an 
individual from entrepreneurship as a process. More specifically, several attempts 
have been made to determine the personality traits and characteristics (attributes) 
that distinguish entrepreneurs from the rest of society. These attributes include being 
able to take initiative, being willing to take risks, having self-confidence, 
perseverance, resourcefulness, independence, persuasiveness and a tolerance for 
uncertainty and ambiguity, as well as being a visionary and charismatic leader.  
 
Various push and pull factors as well as the rewards and drawbacks associated with 
an entrepreneurial career were discussed in Chapter 2, along with the challenges 
facing entrepreneurs. Push factors identified in the literature included job insecurity, 
dissatisfaction with previous employment, difficulty finding other employment, and 
financial and family obligations. Pull factors included the desire for independence, 
the need for achievement, increasing personal wealth and having a strong interest in 
the family business. The rewards of entrepreneurship were found to be financial 
gain, the opportunity to make a difference, job satisfaction and reaching one’s full 
potential, whereas the drawbacks of entrepreneurship included stress and long 
working hours, an adverse impact on one’s family, business and financial risks, a 
lack of the necessary knowledge and skills, as well as low earning potential and lack 
of employment benefits. On completion of Chapter 2, the first secondary objective 
had been achieved. 
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Chapter 3 focused on various intentions-based models identified in the 
entrepreneurship literature. In addition, the nature of and the relationship between 
perception, image and attitude was described. The perception, image and attitude 
towards entrepreneurship and an entrepreneur in general were also described. 
Specific reference was made to the perception, image and attitude that an individual 
has towards an entrepreneur and entrepreneurship based on his/her demographic 
profile. Several hypotheses were formulated in this regard. 
 
Several intentions-based models, namely the Entrepreneurial Attitude Orientation 
model, the Entrepreneurial Event model, the Theory of Planned Behaviour and the 
Entrepreneurial Potential model were discussed. The role of attitude on intentions in 
each of these models was highlighted. Attitude was found to be a significant indicator 
of entrepreneurial intentions, and a common element among all these intentions-
based models. According to Uslay et al. (2002:102), attitude is a useful indicator of 
entrepreneurial tendencies, and has an indirect influence on entrepreneurial 
intentions. 
 
Perception refers to how an individual sees a concept (Du Plessis & Rousseau 
1999:177), whereas image is the reasoned and emotional perception an individual 
has of a given concept (Baloglu & McCleary 1999:871; Koubaa 2008:141). Attitude 
includes a degree of evaluation and judgement  which dictates a person’s behaviour 
towards something as being either positive or negative (Pritchard & Funk 
2010:1018). Perception is the process by which an individual observes, selects and 
organises information about a phenomenon. It is from this perceived information that 
an image of the phenomenon is formulated. This image can be interpreted in terms 
of positive or negative associations, which leads to an attitude towards the 
phenomenon. As described in the various intentions-based models, one’s attitude 
influences one’s behaviour towards the phenomenon.  
 
Perceptions in entrepreneurship play an important role, since the judgements which 
individuals make based on their perception, influence their decisions to become 
entrepreneurs (Liñán et al. 2011:376). Nabi and Holden (2008:548) also regard 
attitude as an important aspect in the context of entrepreneurship, because 
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individuals evaluate whether entrepreneurship is a desirable career choice based on 
their attitude towards it. 
  
Support was found in the literature to confirm that differences exist in the perceptions 
and images of entrepreneurship held by students based on their demographic 
profiles. This was also found to be true regarding their attitudes towards 
entrepreneurship. The level of education, status (student or business owner), gender 
and ethnicity of the participants in the study, as well as their relation to an 
entrepreneur, were identified as the demographic variables possibly influencing the 
views of these participants. Several hypotheses were formulated in this regard and 
were subjected to statistical testing. The second secondary objective of the study 
was thus achieved upon completion of Chapter 3. 
 
In Chapter 4 an overview of the research design and research methodologies 
adopted in the study was provided. Various research methods were described and 
the data collection and data analysis tools used in the study were highlighted. The 
study adopted a qualitative research paradigm with a phenomenological approach to 
achieve the research objectives. In this context, a qualitative method was employed 
for data collection and a quantitative method for data analysis. In other words, a 
mixed methods approach was adopted; or more specifically, a qualitative-dominant 
mixed research method was implemented. A continuous word association test, which 
is a projective technique, was adopted as the qualitative means of data collection. A 
quantitative summative (manifest) content analysis was used as the quantitative 
research method for analysing the data.  
 
The methods of secondary and primary data collection were also discussed in 
Chapter 4, specifically explaining the population, the sample and the sampling 
technique used in the study. The Chapter concluded by describing how the data 
would be analysed by developing a coding framework in conjunction with the 
quantitative summative (manifest) content analysis.  
 
Convenience sampling along with snowball sampling was used to identify the 
participants in this study. The reliability and validity of the data collected was ensured 
through intercoder or interpreter reliability. In addition, the rigour and trustworthiness 
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of the data was confirmed by triangulating theories, data, investigators and 
methodologies. A coding framework was developed using deductive codes and by 
searching for themes in the data. In developing the coding framework, the fifth 
secondary objective of the study was achieved. To conclude the Chapter, Chi-square 
tests for independence and Craemer’s V statistics were discussed as methods of 
establishing statistical and practical significance within the data. The third secondary 
objective of the study was thus achieved upon completion of Chapter 4. 
 
In Chapter 5, the empirical results of this study were presented. Firstly, the 
demographic profiles of the participants were summarised. Three groups of 
participants took part in the word association tests, namely students prior to 
undertaking the entrepreneurship module (“students before”), students after 
completion of the module  (“students after”), and small business owners. The student 
participants were students studying social sciences at NMMU who were enrolled for 
a module in entrepreneurship. In total, 163 students participated in the word 
association test prior to undertaking the module in entrepreneurship. Only 75 of the 
initial 163 students participated in the second word association test making up the 
“students after” sample group. Most students who took part in both the first and 
second word association test were studying towards either a BA Psychology degree 
or a Bachelor of Human Movement Sciences degree, were female and were either 
white or black. Of the 163 students who participated in the first test, 55.83 per cent 
indicated that they were related to an entrepreneur, whereas of the 75 students who 
participated in the second test, 60.00 per cent indicated that they were related to an 
entrepreneur. In total 163 small business owners participated in the word association 
test. The majority of participants were male, with most being white. Of the small 
business owners who participated, 57.67 per cent indicated that they were related to 
an entrepreneur and most indicated that they were in possession of a tertiary 
qualification. 
 
The results of the word association tests undertaken by students before and after 
completing the entrepreneurship model, as well as by small business owners, were 
reported in Chapter 5. In doing so, the fourth secondary objective of the study was 
achieved  More specifically, the nature of the words recalled, the positioning of the 
words and the frequency of recurring words were analysed and reported for each 
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group of participants. The results of the word association test from the three 
participating groups were then compared. To establish whether the differences 
identified in the nature of the words reported by the three different participant groups 
were statistically and practically significant, the Chi-square and Craemer’s V 
statistics were calculated. Results from student participants who had not yet 
completed the module in entrepreneurship were further analysed to establish 
whether differences existed between them in terms of gender, ethnicity and relation 
to an entrepreneur. These differences were also established in terms of the nature, 
positioning and frequencies of the words recalled. The key findings of these tests are 
summarised and interpreted in the paragraphs below. 
 
6.3 SUMMARY AND INTERPRETATION OF KEY FINDINGS  
 
The sections below provide a summary of the key findings of the word association 
tests administered to the particpants in this study. The nature, positioning and 
frequencies of words recalled will be elaborated on. 
6.3.1 THE NATURE, POSITIONING AND MOST FREQUENTLY RECALLED 
WORDS ASSOCIATED WITH “ENTREPRENEUR”  
 
The paragraphs below provide a summary and interpretation of the nature, 
positioning and most frequently recalled words among “student before”, “student 
after” and small business owner participants.  
 
6.3.1.1 Findings relating to “student  before” participants  
 
The findings of this study show that the words (1417) generated by the 163 “student 
before” participants were of either a cognitive (61.61%), general (25.05%) or 
affective (13.34%) nature. The cognitive category refers to words concerning what 
the individual knows, whereas the affective category refers to how the individual 
feels. Given that the participants in this study were students with no actual 
experience of being entrepreneurs, it comes as no surprise that the majority of words 
generated by them were of a cognitive nature, namely words relating to what they 
know about an entrepreneur rather than how they feel about one. The great majority 
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of words generated related to the management or entrepreneurship literature. This 
implies that the participants in this study had had prior exposure to entrepreneurship 
and had some understanding of what the field entailed.  
 
The great majority of the words generated in the cognitive category related to the 
attributes possessed by an entrepreneur, whereas only a small percentage related to 
the learned skills and competencies possessed by these people. “Student before” 
participants generated fifty-three different attributes of an entrepreneur and only nine 
different skills and competencies. This implies that the participants in this study saw 
an entrepreneur as being a person possessing certain attributes rather than as a 
person with learned abilities. Although only a few words generated fell under the 
affective category, it is interesting to note that the great majority of these words were 
positive in nature. This finding implies that the respondents in this study were more 
positive than negative towards entrepreneurship. Interestingly, only 26.99 per cent of 
“student before” participants cited an entrepreneur as a person who makes money. 
Under the general association category, the majority of words related to an overall, 
global or symbolic impression (holistic) of entrepreneurship or to the functional 
activities and processes (operational) involved in entrepreneurship. Very few of the 
words generated in this category were completely unrelated to entrepreneurship. 
This suggests that the students participating in this study had a broad general 
understanding of what entrepreneurship entailed. This is supported by the fact that 
the words business enterprise and business-owning person were cited first most 
frequently, and that 42.94 and 22.08 per cent of the “student before” participants 
cited these words. 
 
The findings of this study also show that the words occurring most frequently related 
to the attributes possessed by an entrepreneur. As mentioned above fifty-three 
different attributes were cited, with those most often cited being risk-taker, creative 
and innovative and original. Nearly half of the respondents (48.46%) considered an 
entrepreneur to be a risk-taker. Furthermore, 73.62 per cent considered an 
entrepreneur as someone who is creative, innovative and original. It should be noted 
that many of the attributes cited (e.g. trusting, patient and serious) were not 
specifically associated with an entrepreneur, as in the entrepreneurship literature. 
Although the majority of words recalled by “student before” participants related to the 
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attributes possessed by an entrepreneur, the first words that came to mind the most 
were business enterprise, business-owning person and risk-taker. 
 
One can conclude that the “student before” participants had a good understanding of 
the general nature of an entrepreneur and entrepreneurship. An entrepreneur was 
perceived by them as a person who is a creative and innovative risk-taker, and who 
owns a business enterprise involved in the selling goods and services. Furthermore, 
it can be concluded that prior to undertaking a module in entrepreneurship, most 
students initially associated entrepreneurship with a business enterprise or a 
business-owning person, rather than with an individual with certain attributes. 
However, when considering an entrepreneur as an individual, students associated 
an entrepreneur with innate attributes more than with learned skills and abilities. 
Based on this finding, it is possible to suggest that students who perceive 
themselves as lacking these attributes, believe that they lack the ability to become 
an entrepreneur. Furthermore, based on the relatively low associations with learned 
skills and abilities, one can suggest that the “student before” participants did not 
associate learned skills and competencies with being an entrepreneur. 
 
6.3.1.2 Findings relating to “student after” participants 
 
The findings show that the words (669) generated by the 75 “student after” 
participants were of either a cognitive (77.58%), general (13.75%) or affective 
(8.67%) nature. As in the case of the “student before” participants, the majority of 
words generated related to what they know about an entrepreneur (cognitive) versus 
how they feel about one (affective), and were grounded in the management or 
entrepreneurship literature. This finding implies that the “student after” participants 
possessed a broad general knowledge of what being an entrepreneur entails, but 
had little experience of what it was actually like. 
 
The great majority of words generated in the cognitive category related to the 
attributes possessed by an entrepreneur. “Student after” participants generated 
thirty-nine different attributes of an entrepreneur and only six different skills and 
competencies. As in the case of the “student before” participants, this finding 
suggests that the “student after” participants also saw an entrepreneur as a person 
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with innate attributes more than as a person with learned abilities. Only a few of the 
total words generated by this group of students fell under the affective category; 
however, the great majority of the words in this category were positive in nature. This 
finding implies that the “student after” participants were more positive than negative 
towards entrepreneurship. Under the general association category the majority of 
words related to holistic impressions of entrepreneurship or to the operational 
activities involved in entrepreneurship. Very few of the words generated in this 
category were completely unrelated to entrepreneurship. This reinforces the fact that 
the students participating in this study have a general understanding of what 
entrepreneurship entails. 
 
The words occurring most frequently related to the attributes possessed by an 
entrepreneur. As mentioned above, thirty-nine different attributes were cited, the 
most often being profit-orientated, risk-taker, innovative and original, opportunistic 
and goal- and achievement-orientated. The aforementioned were also the words that 
came to mind first most frequently among these students. The words recalled most 
frequently as well as the words that came to mind first relate to the attributes of an 
entrepreneur.  
 
One can conclude that the “student after” participants had a good understanding of 
the nature of an entrepreneur and entrepreneurship. An entrepreneur was perceived 
by them as a person who is a profit-orientated, risk-taking, innovative, opportunistic 
and goal- and achievement-orientated individual. Therefore, students after exposure 
to the entrepreneurship module associated an “entrepreneur” with an individual who 
has innate attributes and characteristics more than with a business, a process, or 
with learned skills and capabilities. 
 
6.3.1.3 Findings relating to small business owners  
 
The 1407 words generated by the 163 small business owner participants, were of 
either a cognitive (72.85%), general (16.70%) or affective (10.45%) nature. Despite 
these participants being small business owners with actual experience of being 
entrepreneurs, the majority of words generated by them, like the student participants, 
related to what they know about an entrepreneur (cognitive) rather than how they 
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feel about one (affective). This suggests that because of their first-hand experience 
of being entrepreneurs, small business owners associate “entrepreneur” with what is 
required to be an entrepreneur and what is required for the daily management of a 
business enterprise. The great majority of generated words related to the 
management or entrepreneurship literature, suggesting that the theory of 
entrepreneurship is in line with its practice. 
 
The vast majority of the words generated in the cognitive category related to the 
attributes possessed by an entrepreneur. Business owner participants generated 
fifty-six different attributes of an entrepreneur and only ten different skills and 
competencies. The words cited most often were risk-taker, innovative and original, 
goal- and achievement-orientated and profit-orientated. Nearly half of the 
participants considered an entrepreneur to be a risk-taker and 41.10 per cent 
considered an entrepreneur to be innovative and original. This implies that small 
business owners, like students, see an entrepreneur as a person with innate 
attributes rather than with learned skills and abilities. Although the most frequently 
cited words related to attributes, the first words that came to mind most frequently for 
small business owner participants were the attributes innovative and original, 
followed by the synonyms of business-owning person and business founder. 
 
Only a few of the total words generated fell under the affective category; however, 
the vast majority of these words were positive in nature. This finding suggests that 
the business owner participants, like the student participants, have a more positive 
than negative image of an entrepreneur.  
 
In summary, the small business owner participants perceived an entrepreneur to be 
a person who is a risk-taker, innovative and original, goal- and achievement-
orientated and profit-orientated. As entrepreneurs, these small business owners 
know what it is like to embark on an entrepreneurial career and what is needed to be 
successful. As such, these individuals associate an “entrepreneur” with possessing 
certain attributes more so than a person with learned skills and abilities. Based on 
their experience, being an entrepreneur relates to the nature of the person, rather 
than to what that person may have learned.  
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6.3.2 COMPARISONS OF THE WORDS WHICH STUDENT AND SMALL 
BUSINESS OWNER PARTICIPANTS ASSOCIATED WITH 
“ENTREPRENEUR” 
 
The indivdual results of the participating groups were then compared according to 
the nature, positioning and frequencies of words generated by the individual groups 
participating in this study. The results of these comparisons are summarised and 
interpreted below.  
 
The majority of the words recalled by “student before”, “student after” and small 
business owner participants were of a cognitive nature. “Student after” (77.58%) 
participants recalled more words of a cognitive nature than the “student before” 
(61.61%) participants. The words recalled by the small business owners (72.85%) 
participants were mostly of a cognitive nature and more in line with those recalled by 
the “student after” (77.58%) than the “student before” (61.61%) participants.  
 
Affective associations were less frequently recalled by all participants. However, 
within the affective category the large majority of the words recalled were positive for 
all groups of participants, with all groups reporting similar percentages. “Student 
before” participants reported more words in the general category, than both “student 
after” and small business owners participants.  
 
Differences in the nature of the words generated by students at the onset of an 
entrepreneurship module versus the nature of the words generated by students after 
completion of that same module were found to be statistically and practically 
significant. These differences revealed that a relationship exists between exposure 
to an entrepreneurship module and the way in which students perceive an 
entrepreneur. Similarly, differences in the nature of the words generated between 
students assessed at the onset of the entrepreneurship module versus small 
business owners were also found to be statistically and practically significant. These 
differences indicated that a relationship exists between having entrepreneurial 
experience and how an entrepreneur is perceived. No significant difference was 
reported between the nature of the words generated by students after completing the 
entrepreneurship module and small business owners. This suggests that exposure to 
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an entrepreneurship module enables students to create an image of an entrepreneur 
more closely aligned with reality, or with the way in which real entrepreneurs 
perceive themselves. 
 
The nature of the words recalled first differed between the “student before” and the 
“student after” participants. Although most of the words recalled first by the “student 
before” participants related to the attributes of an entrepreneur, some of these words 
fell into other categories. By contrast, all the words recalled first by the “student after” 
participants related to the attributes of an entrepreneur. A difference between the 
words recalled first by the “student before” participants and the words recalled first 
by small business owners could also be observed. The nature of the words recalled 
first by the “student before” group varied across the different categories and 
subcategories, whereas the words recalled first by small business owners were 
similar in nature, as most related to the attributes of an entrepreneur. In contrast to 
the “student before” participants, the words recalled first by the “student after” 
participants were similar in nature to the words recalled first by small business 
owners. 
  
When comparing the top ten words most frequently associated with the term 
“entrepreneur” by the three groups of participants, the attribute risk-taker was the 
most frequently recalled word among all three groups. Furthermore, it is clear that 
students prior to undertaking the entrepreneurship module associated an 
entrepreneur with being creative and a risk-taker, having a business enterprise and 
being involved in the selling of goods and services. Students after completing the 
module in entrepreneurship associated an entrepreneur with being profit-orientated, 
a risk-taker, innovative and original, and being opportunistic. Small business owners, 
on the other hand, associated an entrepreneur with being a risk-taker, innovative and 
original, goal- and achievement-orientated and profit-orientated. The frequency of 
associations made by students after completing the entrepreneurship module were 
thus more in line with those made by small business owners than with the 
associations made by students before completing the entrepreneurship module. By 
determining the perception and image of an entrepreneur as held by students and 
small business owners, the primary objective of this study has been achieved.  
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6.3.3 DEMOGRAPHIC COMPARISONS OF STUDENT PARTICIPANTS 
PRIOR TO UNDERTAKING THE ENTREPRENEURSHIP MODULE 
 
Because of the differences identified between the “student before” and the other two 
participant groups, the words generated by these students were further analysed in 
terms of the nature, positioning and frequency of recurring words. This analysis was 
done to establish whether differences exist with regard to the gender and ethnic 
backgrounds of these students, as well as regarding their relation to an 
entrepreneur. 
 
6.3.3.1 The nature, positioning and frequency of the words associated with 
“entrepreneur” recalled by students based on their gender 
  
The majority of the words recalled by both male (66.32%) and female (59.51%) 
students were cognitive in nature, however, more of the words recalled by male 
students were cognitive in nature than the words recalled by female students. The 
vast majority of these cognitive words recalled by both genders related to the 
attributes of an entrepreneur. Although a much smaller number of words, the number 
of synonyms recalled by male and female students were similar, and female 
students recalled slighlty more skills and competencies of an entrepreneur than did 
male students. Differences in the nature of the words generated by male and female 
students assessed at the onset of the entrepreneurship module were found to be 
statistically but not practically significant. 
 
The nature of the words generated by male and female participants was investigated 
further in terms of the various subcategories. No statistical or practical significance 
was found between male and female students within the various subcategories, with 
the exception of the affective category. Female students made more positive 
associations with the term “entrepreneur” than male students did and this difference 
was found to be both statistically and practically significant. The findings suggest that 
female students are more positive towards entrepreneurship than male students are. 
This finding appears to contradict the literature which concludes that women are 
often “pushed” into entrepreneruship because of family commitments, while men are 
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often  “pulled” into entreprenership  because of the perceived benefit of financial gain 
(Dabic et al. 2012; Dawson & Henley 2012; Kirkwood 2009). 
 
The word risk-taker was recalled either first, second or third most frequently among 
female students. However, this word was not recalled as one of the first three words 
that came to mind among male students. The words creative and macro-
environment were recalled first among male students but not among female 
students. Business enterprise was, however, a common word recalled first by both 
male and female student participants. Although the words recalled in these positions 
by both male and female students were either attributes or holistic in nature, female 
students recalled more attributes of an entrepreneur, whereas male students 
recalled more holistic associations first. 
 
The findings suggest that the first thought that comes to mind when thinking of an 
entrepreneur differs between male and female students. Male students think of 
someone who is creative, whereas female students think of someone who is a risk-
taker. Cañizares and García (2010:770), suggest that women are perceived to be 
less entrepreneurial and less risk-tolerant (Dabic et al. 2012:320) than men. Dabic et 
al. (2012:320) add that women have a lower self-concept of their perceived abilities 
to become an entrepreneur and in turn have less interest in becoming entrepreneurs 
than men. It can therefore be suggested that if female students do not perceive 
themeselves as risk-takers, they are not likely to follow an entrepreneurial career. 
 
For both male and female participants the word risk-taker was recalled most 
frequently. Female students mostly associated an entrepreneur with being a risk- 
taker, a business enterprise, being innovative and original, the selling of goods and 
services and being creative. Male students, on the other hand, mostly associated an 
entrepreneur with being a risk-taker, being creative, a business enterprise, selling of 
goods and services and being innovative and original. Among the top ten most 
frequently recalled words by females and not by males were makes money, goal- 
and achievement-orientated, business founder and business-owing person, whereas 
the top ten most frequently recalled words by males and not females were leader, 
macro-environment, hardworking and opportunistic.  
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6.3.3.2 The nature, positioning and frequency of the words associated with 
“entrepreneur” recalled by students based on their ethnicity 
  
For all ethnic groups participating in this study, the nature of the words recalled were 
more or less similar, with most words recalled being of a cognitive nature followed by 
words of a general and then an affective nature. These differences between the 
nature of the words generated by the various ethnic groups were found not to be 
statistically or practically significant. This implies that ethnicity has no influence on 
the way an entrepreneur is perceived. 
 
The nature of the words generated were further investigated in terms of the various 
subcategories. For the various ethnic groups no statistical or practical significant 
differences were found between the various categories with the exception of the 
cognitive category. Black students recalled more synonyms (16.71%) and fewer 
skills and competencies (2.88%) than did Coloured or white students. This finding 
suggests that black students do not perceive an entrepreneur as possessing learned 
skills and competencies. Therefore, if black students do not perceive themselves as 
possessing these necessary skills and competencies, they do not perceive 
themselves as potential entrepreneurs. These findings provide a possible 
explanation for the situation of ethnic groups who are in the minority tending to follow 
career paths which require minimal skills and no formal training (Boyd 2008:2390), 
causing them to be pushed into entrepreneurial careers as a final resort (Basu 
1998:315).  
 
The top four words or phrases which white, black and Coloured students recalled in 
common were business enterprise, business-owning person, risk-taker and business 
founder. The word creative was recalled as one of the first words that came to mind 
for white and Coloured students but not for black students. Profit-orientated was 
recalled as one of the first words by black students and white students but was not 
recalled as one of the first words that came to mind among by Coloured students. 
White students recalled the word innovator, which was not recalled by black or 
Coloured students. The word financing was recalled by black students but not 
recalled by white or Coloured students as one of the top three words that came to 
mind. Coloured students, however, recalled the words ambitious, and committed and 
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dedicated, which were not among the first three words that came to mind among 
white and black students. As can be seen above, while some of the first words that 
come to mind are similar among the various ethnic groups, several other differences 
exist.  
 
White students mostly associate “entrepreneur” with being someone who is a risk-
taker, innovative and original, makes money, and owns and manages a business 
enterprise. Black students mostly associate an entrepreneur with someone who is a 
risk-taker, profit-orientated, innovative and original and involved in the selling of 
goods and services. Coloured students on the other hand associate an entrepreneur 
with someone who is creative, a risk-taker, motivated and involved in the 
management of a business enterprise. A top ten word recalled by white students that 
was not recalled as one of the top ten words among black or Coloured students was 
the word leader. Black students recalled the synonyms of an entrepreneur business 
founder and business-owning person, whereas as these synonyms were not among 
the top ten words recalled by white and Coloured students. Coloured students 
recalled words such as motivated, ambitious, flexible and freedom and 
independence, which were not recalled by black and white students. These findings 
show that all ethnic groups perceived an entrepreneur as a risk-taker who is 
innovative or creative and involved with a business enterprise. Interestingly, a top ten 
word/phrase recalled by both white and Coloured students was makes money, which 
was not recalled among the top ten words/phrases by black students. Profit-
orientated was, however, the second most frequently recalled word by black 
students. This perception regarding making money provides a possible explanation 
for the phenomenon that black individuals generally start their own businesses at a 
lower rate than white individuals (Clark & Drinkwater 1998:386; Chatterji & Seamans 
2010:3). 
 
6.3.3.3 The nature, positioning and frequency of the words associated with 
“entrepreneur” recalled by students based their relation to an entrepreneur 
 
For students with and without a relation to an entrepreneur, the nature of the words 
recalled were more or less similar, with most words recalled being of a cognitive 
nature followed by words of a general and then an affective nature. These 
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differences between the nature of the words generated by these two groups were 
found not to be statistically or practically significant. This implies that whether the 
student is related to an entrepeneur or not has no influence on their perceptions of 
an entrepreneur. This finding, however, appears to contradict the literature 
(Birdthistle 2008:555; Kirkwood 2007:40), which suggest that being related to an 
entrepreneur influences how one behaves and how one perceives entrepreneurship. 
 
The words recalled first most frequently among students with or without relation to an 
entrepreneur were business enterprise and risk-taker. The phrase business 
enterprise was the first that came to mind most frequently among students with or 
without relation to an entrepreneur. The phrase makes money was recalled as 
second and the phrase innovative and original was recalled as third among students 
who were related to an entrepreneur. However, these words were not recalled as the 
top three words that came to mind among students with no relation to an 
entrepreneur. By contrast, the phrase macro-environment was recalled second and 
the word financing was recalled third by students with no relation to an entrepreneur; 
however these words were not recalled as the first three words that came to mind by 
students related to an entrepreneur. Students with a relation and without a relation to 
an entrepreneur recalled similar words first. However, the words recalled by students 
with no relation to an entrepreneur varied across the different subcategories. In 
contrast, the majority of the words recalled by students related to an entrepreneur 
were attributes of an entrepreneur. This finding suggests that students who were 
related to an entrepreneur had more insights into the nature of an entrepreneur 
because of their exposure to such a person. 
 
Students who were related to an entrepreneur associated “entrepreneur” with 
someone who is a risk-taker, involved in the management of a business enterprise, 
who is creative, innovative and original. Students not related to an entrepreneur 
similarly associated an entrepreneur with being a risk-taker and being creative, and 
with someone who is involved in the management of a business enterprise and the 
selling of goods and services. The words makes money, goal- and achievement-
orientated, hardworking and leader were recalled by students related to an 
entrepreneur, but not recalled as frequently by students with no relation to an 
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entrepreneur. Students without an entrepreneurial relation recalled the words 
business founder, macro-environment, financing and opportunistic among their top 
ten words. The findings show that both students related to an entrepreneur and 
those with no such relation, perceived an entrepreneur as someone who is a risk-
taker and creative, and who is involved with a business enterprise. Students related 
to an entrepreneur did, however, perceive such a person as making money and 
being hard-working, whereas in general, students not related to an entrepreneur did 
not. Being exposed to a relative who is an entrepreneur thus gives students a more 
realistic perspective of what entrepreneurship involves.   
 
6.4 IMPLICATIONS AND RECOMMENDATIONS  
 
This study has implications for educators of entrepreneurs and future entrepreneurs 
as well as small business owners. In addition to a discussion of the implications of 
the research, several recommendations will be put forward. In doing so, the sixth and 
final secondary objective will be achieved. 
 
The results of the study show that more positive than negative associations with 
entrepreneurship were reported by the participants. Entrepreneurship is thus 
perceived by them as a desirable yet unattainable career choice, because despite 
positive association with and image of an entrepreneur, entrepreneurial intention and 
behaviour in South Africa is low. This finding suggests that it is not the perception or 
image of an entrepreneur and entrepreneurship that influences entrepreneurial 
intentions, but rather several other factors which have not been investigated in this 
study. However, because there were more positive than negative associations 
reported, it is possible that the participants perceive entrepreneurship as a desirable 
career choice, but do not perceive themselves as having the ability to become 
entrepreneurs. 
 
The majority of words that came to mind to all participants were attributive in nature. 
However, attributes were recalled more frequently by small business owners and 
students after being exposed to entrepreneurship theory, than by students who were 
not similarly exposed. Although being a risk-taker, and being creative, innovative and 
original are attributes of a successful entrepreneur, it is the responsibility of 
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educators to inform students that although these attributes are important, they are 
not vital for entrepreneurial success. Furthermore, students need to understand that 
these attributes can be nurtured where willingness is present, or partnerships that 
bring these attributes can be entered into. To be an entrepreneur it is not necessary 
to possess all the attributes associated with successful entrepreneurs, or to possess 
all the attributes cited by the participants in this study. It is the responsibility of 
educators to contribute to the development of these attributes and to inform students 
accordingly. Future entrepreneurs also need to consider that in addition to several 
attributes, most successful entrepreneurs have several learned skills and 
competencies.  
 
The majority of participants in the study associated an entrepreneur with the attribute 
of innovation. However, obtaining learned skills and competencies such as 
marketing, management, finance, time management, communication and leadership 
skills (Ćorić et al. 2011:217; Gill & Nahum 2012:657; Moy et al. 2003:19; Wickham 
1998:411) contributes to an individual’s ability to act, think and behave innovatively 
(Birdthistle 2008:554). A lack of these learned skills and competencies has a 
negative influence on the growth and success of a business enterprise, and is 
considered to be a challenge for South African individuals who, as a result of skills 
shortages, find it difficult to obtain secure employment in the formal sector (Gill & 
Nahum 2012:657; Mensah & Benedict 2010:159). 
 
The nature of the words generated by students changed after being exposed to the 
entrepreneurship literature. The influence of entrepreneurship education and how it 
is conveyed by educators to students plays an important role in how students 
perceive an entrepreneur. Educators of entrepreneurship can thus influence student 
perceptions by carefully evaluating and modifying their module content to reflect a 
realistic image of an entrepreneur. This image should be one that students can relate 
to and identify with, and should be used to make a fair and more accurate 
assessment of whether they perceive the outcome of entrepreneurship to be 
desirable or not. 
 
Marketers of consumer products create an image of a brand that portrays the 
appealing attributes, characteristics and aspects that add value and represent 
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relevant meaning in a consumer’s mind to induce consumer purchases (Graeff 
1996:4; Prayag 2010:464). If this brand image is consistent with the self-image of the 
consumer, the consumer is more likely to purchase the product. As such, if the 
image of an entrepreneur is one that potential entrepreneurs can identify with, then it 
is more likely that these individuals would consider entrepreneurship as a career 
choice. 
 
The focus of much entrepreneurship literature is on who an entrepreneur is and on 
which attributes are most common among successful entrepreneurs. Given that the 
perception of students after exposure to a module in entrepreneurship is similar to 
that of small business owners, it appears that the image created by exposure to 
entrepreneurship literature creates a more realistic image of what it is like to be an 
entrepreneur. However, if this image is not consistent with the self-image of 
students, specifically in terms of the attributes possessed, entrepreneurship not likely 
to be perceived as a desirable or attainable career choice.  
 
By determining the perception and image of an entrepreneur from the perspectives 
of current and potential entrepreneurs using qualitative word association tests, a 
profile of an entrepreneur could be established. This profile can be used to create a 
realistic yet desirable image to appropriately market entrepreneurship as a desirable 
career choice among the necessary target markets. From this image, students and 
other potential entrepreneurs can be made aware of the circumstances surrounding 
entrepreneurship as well as the rewards, drawbacks and challenges faced by 
entrepreneurs so that they can make an informed and accurate evaluation of the 
perceived positive or negative outcome of the career.  
 
In addition to educators of entrepreneurship and potential entrepreneurs, this study 
also has implications for small business owners. Insights were provided into how 
small business owners themselves perceive an entrepreneur. The image that small 
business owners have of an entrepreneur is the image that should be portrayed to 
their employees, students, and society in general. In the words generated very few 
students associated an entrepreneur with a role model. This suggests that the 
students participating in this study do not aspire to be like the small business owners 
with whom they have interacted. If the image portrayed by small business owners 
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within the community is a positive one, then students and other stakeholders are 
more likely to perceive entrepreneurship as a desirable career choice. It is thus 
important that small business owners adopt an entrepreneurial way of thinking, and 
develop the necessary skills and competencies for business success.  
 
Although an image can be created by educators, image is often formed as a result of 
influences in the external environment (Martin & Rodríguez del Bosque 2008:263). 
For example, in efficiency-driven economies such as South Africa, where larger 
organisations are dominant (Simrie et al. 2011:10), governmental institutions that are 
established to assist entrepreneurs and cultivate entrepreneurship play an important 
role in creating an image of an entrepreneur that is associated with innovation and 
self-empowerment as opposed to an image that associates entrepreneurship with a 
solution to poverty, unemployment and financial insecurity. By creating a positive 
image in the eyes of all stakeholders more South Africans would be attracted to an 
entrepreneurial career as opposed to being pushed into entrepreneurship as a final 
resort. 
 
The findings of this study show that black students do not associate making money 
with being an entrepreneur, and cite financing as an issue facing these individuals. 
The aforementioned were not cited by the other ethnic groups participating. It is 
possible to suggest that black students do not perceive entrepreneurship as 
financially rewarding and consider access to financing a challenge and a hindrance 
to becoming an entrepreneur. Black students also associated considerably fewer 
skills and competencies with being an entrepreneur than did other ethnic groups, 
suggesting that these students are unaware of the skills and competencies needed 
to be an entrepreneur. To address these associations of black students, a more 
favourable and realistic image needs to be portrayed to these participants. Educators 
and governmental agencies need to ensure that all South Africans, specifically black 
South Africans, are aware of the non-pecuniary rewards of entrepreneurship, as well 
as the various sources of assistance available to them. In addition, it is the 
responsibility of the aforementioned to ensure that future entrepreneurs are aware of 
the learned skills and competencies that contribute to entrepreneurial success and to 
provide the institutions that can deliver them. 
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6.5 CONTRIBUTIONS OF THE STUDY 
 
As the perceptions of an entrepreneur are grounded in previous research from an 
objective reality (Beeka & Rimmington 2011; Guerrero et al. 2010:225), this study 
has drawn attention to the perception and image of an entrepreneur from a 
subjective reality. It is from this subjective reality that insights have been provided 
into how an entrepreneur is perceived by potential entrepreneurs (students) as well 
as by current entrepreneurs (small business owners). The study has also highlighted 
the positive and negative associations of an entrepreneur held by these 
stakeholders. It is these subjective perceptions or mental images of an entrepreneur, 
as well as the positive or negative associations of an entrepreneur, that potentially 
influence an individual’s intention to become an entrepreneur. By using an 
ambiguous, unstructured continuous word association test, a more accurate mental 
image of an entrepreneur has been revealed. 
 
Howorth et al. (2005:21) contend that, due to shortcomings in methodologies and 
theory, entrepreneurial research suffers from fragmentation. Howorth et al. (2005:22) 
also state that entrepreneurship research has taken a functionalist perspective, 
which assumes objectivity, universality, integration and the continuation of the status 
quo. Howorth et al. (2005:22) argue that since entrepreneurial research is 
characterised by dynamism, complexity, ambiguity and uniqueness, the functionalist 
perspective and the methodologies associated with it are an inappropriate fit with 
entrepreneurial research. This study has addressed these methodological 
shortcomings by adopting a qualitative research paradigm to explore the complexity 
of the phenomenon or term “entrepreneur”. A qualitative research paradigm offers 
suitable tools to assess the mental representations of an entrepreneur as held by 
students and business owners, thereby revealing how they perceive the concept. 
Existing literature, based on the functionalist perspective has established a base 
level of entrepreneurship theory (Howorth et al. 2005:26) and existing perceptions 
are thus based on this existing theory. By using image as a measure of perception 
and how the nature of the words used by individuals reveal their thoughts and 
intentions, additional tools and research methods have been used to complement 
existing entrepreneurial research. 
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Furthermore, Howorth et al. (2005:25) also propose that multiple research paradigms 
should be consulted when considering the field of entrepreneurship research. To 
address the research problem of inappropriate methodologies in the field of 
entrepreneurship, this study has not been limited in the nature and type of research 
methods used. For example, in addition to adopting a qualitative research paradigm, 
a mixed methods approach has been implemented. By using a qualitative method of 
data collection and a quantitative means of data analysis, this study has provided 
additional insights into the complex nature of entrepreneurship. 
 
Slovic et al. (2007:2) note that because of the rationalistic nature of the decision to 
become an entrepreneur, the main focus of descriptive decision research is on the 
cognitive rather than the affective considerations of making a decision. Slovic et al. 
(2007:2) suggest that attention should be given to how a decision is made, and to 
the influence of not only what is known about entrepreneurship but also to how 
individuals feel about entrepreneurship. This study has established how individuals 
feel about entrepreneurship by investigating the perception and image of an 
entrepreneur, as well as providing insights into the resulting attitude towards 
undertaking entrepreneurial behaviour. According to the intentions-based models, an 
individual’s attitude influences his or her intention of becoming an entrepreneur (or 
stated differently, the individual’s decision to make such a career choice). Affective 
evaluations are considered components of both image and attitude. This study has 
also uncovered these affective evaluations by establishing whether the participants 
in this study have positive or negative feelings towards an entrepreneur. According 
to the intentions-based models, it is these positive or negative feelings that influence 
a person’s attitude, and ultimately their decision to become an entrepreneur. 
 
By conducting a continuous word association test among students prior to 
completing a module in entrepreneurship, the entrepreneurship knowledge of 
students prior to being exposed to the entrepreneurship literature was established. 
By establishing this general level of entrepreneurial knowledge among non-business 
students, educators of potential entrepreneurs can intervene and tailor educational 
material accordingly. Furthermore, by conducting the word association test among 
students upon completion of the entrepreneurship model, the effectiveness of the 
entrepreneurship education offered was uncovered. 
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By making use of multiple disciplines for developing a coding framework, a potential 
theoretical framework has been developed that could be used in future studies to 
empirically test the perception and image of an entrepreneur. 
 
6.6 LIMITATIONS OF THE STUDY AND RECOMMENDATIONS FOR 
FUTURE RESEARCH 
 
As with any study of this nature, several limitations must be highlighted. The current 
study limits itself to two target groups of participants, namely students and small 
business owners. These groups were identified by means of convenience sampling. 
Student participants were sourced from NMMU and were limited to non-business 
students from the social sciences who were studying a module in entrepreneurship 
only. In addition, only small business owners operating their businesses within the 
boundaries of the Eastern Cape, who were actively involved in the day-to-day 
management of their small business, were approached to participate in the study. 
Therefore, because convenience sampling was used to identify the participants in 
this study, the findings cannot not be generalised to the entire student and small 
business population. 
 
In future studies, the sample group could be expanded to include students and small 
business owners from other provinces in South Africa, as well as students from 
business studies and other disciplines. In this way comparisons can be made and 
additional insights gained on how an entrepreneur is perceived among various 
stakeholders. It would also be interesting to establish the image that employees of 
entrepreneurs and the community at large have of an entrepreneur. These findings 
could provide insights into the image of an entrepreneur in the eyes of all 
stakeholders and possible explanations for the level of entrepreneurial activity in the 
country. 
 
Although three researchers, guided by the literature, analysed and interpreted the 
words generated by the word association tests, interpretations were subjective and 
an element of compromise was present when categorising the various words. In 
future studies, researchers could possibly work in two groups of two, whereby the 
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first group identifies the words and develops the coding framework. Thereafter, the 
second group of two could validate the interpretations of the first. 
 
Although various types of word association tests exist, this study made specific use 
of the continuous word association test. In order to establish the perception and 
image of an entrepreneur, the participants were exposed to one word only, namely 
the “entrepreneur”. Furthermore, the study limited itself to the use of a quantitative 
summative (manifest) content analysis to analyse the data collected from the 
continuous word association test. It is recommended that in future studies, other 
relevant stimulus words could be used to reveal deeper insights into the perception 
of an entrepreneur and entrepreneurship. Possible terms include “entrepreneurship”, 
“small business”, “intrapreneur”, “social entrepreneur” and “family business”. In 
addition, other forms of word association tests could be performed. By conducting a 
discrete word association test whereby participants are restricted to recalling one 
word only, more salient and narrowed insights could be provided. A successive word 
association test, where several terms are presented to participants in a specified 
period of time might provide for a broader range of words recalled.  
 
A summative (manifest) content analysis only analyses what the observable text 
says and not the interpretation thereof within the given context (Graneheim & 
Lundman 2004:106). Future studies should interpret the words generated within 
context. Various content analysis techniques exist in addition to the 
abovementioned. One of particular interest is that of a directed content analysis 
which is commonly used to validate or extend an existing theoretical framework 
using existing codes. In future studies, a directed content analysis could be used to 
validate the coding framework used in this study and also to extend the framework 
by reducing the data further, and creating more subcategories that will refine the 
words from the word association test.  
 
Due to the nature of the word association test, limited information from participants 
was forthcoming. For this reason, information relating to the nature of words 
generated was used to establish the image of an entrepreneur held in the eyes of the 
participants. Demographic information obtained from participants was limited to 
gender, ethnic group and relation to an entrepreneur. It is recommended that in 
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future research, additional demographic information from participants be solicited. 
The influence of demographic factors on the perception and image of an 
entrepreneur can thus be investigated in more detail.  
 
6.7 CONCLUDING REMARKS 
 
In summary, all the participant groups in this study associated an entrepreneur with 
an individual who possesses particular attributes. The majority of associations were 
positive in nature and in line with the entrepreneurial literature. Although the 
influence on entrepreneurial intention and entrepreneurial behaviour of these 
associations and the image created were not investigated, it is hoped that the 
findings of this study have added value to the entrepreneurship body of knowledge 
and can be used in future studies as a tool to address the problem of low 
entrepreneurial intention and activity among South Africans. Furthermore, it is hoped 
that by creating a positive image of an entrepreneur, entrepreneurship as a desirable 
career choice can be promoted and an entrepreneurial culture developed within 
communities and the broader society. 
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ANNEXURE A 
 
RESEARCH INSTRUMENT: 
STUDENT AND SMALL BUSINESS 
OWNER RESPONSE SHEET 
 STUDENT RESPONSE SHEET 
 
Instructions: Please circle the appropriate demographic responses and list the words 
or phrases that come to mind when you think of the concept “Entrepreneur”. You will 
have 10 minutes to do so. 
 
Gender: Male   /   Female 
Age: 
Ethnicity: Black  /  White  /  Coloured  /  Asian   /  Other (please indicate) 
Degree for which you are studying: e.g. B.Com; B.A. 
Related to an entrepreneur: Yes  /   No 
Words: “Entrepreneur” 
1  16  
2  17  
3  18  
4  19  
5  20  
6  21  
7  22  
8  23  
9  24  
10  25  
11  26  
12  27  
13  28  
14  29  
15  30  
 SMALL BUSINESS OWNER RESPONSE SHEET 
 
Instructions: Please circle the appropriate demographic responses and list the words 
or phrases that come to mind when you think of the concept “Entrepreneur”. You will 
have 10 minutes to do so. 
 
Gender: Male   /   Female 
Age: 
Ethnicity: Black  /  White  /  Coloured  /  Asian   /  Other (please indicate) 
Tertiary qualification: Yes  /   No        (If yes please indicate) 
Related to an entrepreneur: Yes  /   No 
Words: “Entrepreneur” 
1  16  
2  17  
3  18  
4  19  
5  20  
6  21  
7  22  
8  23  
9  24  
10  25  
11  26  
12  27  
13  28  
14  29  
15  30  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
ANNEXURE B 
 
CODING MANUAL: 
COGNITIVE WORD AND PHRASE CLASSIFICATIONS 
 
 
 
 
 
 
 
 
 
 
 
 
Table B1 
Synonym words/phrases generated  
 
 
(SB = students before; SA = students after; SBO = small business owners; f = frequency of words; % = percentage of 
participants that cited the word within the category) 
 
Table B2 
Attribute words/phrases generated 
WORDS/PHRASES SB SA SBO f % 
Risk-taker (risk- taker; taking chances; chancer.) 79 65 75 219 11.27 
Innovative and original (originality; original; ideas; new 
ideas; innovative; innovative thinker; innovation; imaginative; 
identifier; above the norm.) 
57 57 67 181 9.31 
Profit-orientated (profit; profit driven; profit orientated; 
profitable; aim to make gains; seeks to make a profit; money 
lover.) 
44 69 46 159 8.18 
Creative (creativity; creative; creative thinker; design; 
create.) 63 36 43 142 7.30 
Goal- and achievement-orientated (goal orientated; goal 
directed; goal driven; results driven; driven; achievement 
orientated; achiever; on-a-mission; go-getter; survivor; strive; 
desire.) 
42 34 59 135 6.94 
Opportunistic (opportunist; opportunistic; identifies business 
opportunities; opportunity; take opportunities; gap in market; 
trend setter; one-step; fills in the niche ahead; turns threats 
into opportunities; look for ways to improve.) 
38 39 43 120 6.17 
 
(SB = students before; SA = students after; SBO = small business owners; f = frequency of words; % = percentage of 
participants that cited the word within the category) 
WORDS/PHRASES SB SA SBO f % 
Business founder (founder; creator; new; business starter; 
business inventor; initiator; undertaker; inventor; opening a 
business; starting a business; development; building; 
establish; machinery; starting from nothing; launch new 
venture; pioneer; enterprising individual; industrialise; 
business builder; developer; new beginnings.)  
38 23 45 106 32.72
Business-owning person (business person; business 
owner; business man; business woman; business person; 
successful businessman; small business owner; private 
practitioner; private enterprise; more than one business.) 
36 26 43 105 32.41
Manager (management; managing a business; CEO; 
contractor.) 7 9 17 33 10.19
Self-employed (self-employed; sole proprietor; solo in 
business; work for self.)  11 2 17 30 9.26 
Innovator 13 6 4 23 7.10 
Facilitator (resource gatherer; catalyst; utilising resources.) 5 4 8 17 5.25 
Trader (dealer; merchant; tradesperson.) 3 0 7 10 3.09 
TOTAL NUMBER OF WORDS GENERATED 113 70 141 324 100 
 
 
Table B2 (continued) 
Attribute words/phrases generated 
WORDS/PHRASES SB SA SBO f % 
Hardworking (hard-worker; hardworking; industrious; 
efficient; diligent.) 31 15 32 78 4.01 
Leader (leadership; leader; lead.) 35 12 29 76 3.91 
Motivated (drive; self-motivated; motivated; endless 
motivation; motivation.) 25 8 29 62 3.19 
Visionary (visionary; dreamer; vision; broad vision; 
visionary; dreams.) 19 8 31 58 2.98 
Networker (social skills; networking; people skills; socialiser; 
relationships; well connected; extrovert; outgoing; friendly.) 17 3 27 47 2.42 
Organiser (organises; organised.) 26 4 14 44 2.26 
Self-confidence (confident; confidence; self-confidence; 
self-belief; self-esteem; self-efficacy.) 17 2 19 38 1.95 
Flexible (flexible; adaptable; adapt to environment; open-
minded; willing to compromise; open to change; open to 
learning; room for correctional change; learn from mistakes; 
deal with failure; reasonable.) 
11 8 18 37 1.90 
Passionate (passionate; passion.) 7 6 21 34 1.75 
Planner (planning; plan; good planner; have a plan; 
strategist; long term orientated.) 12 5 16 33 1.70 
Committed and dedicated (committed; dedicated; 
dedication.) 17 5 10 32 1.65 
Determined (determination; determined.) 11 6 13 30 1.54 
Ambitions (ambitious; ambition.) 17 4 7 28 1.44 
Intelligent and smart thinkers (out of the box thinker; smart 
thinker; thinker; quick thinker; thinker; intelligent; analytical; 
clarity of mind; systematic thinker; processor; philosopher.) 
14 1 13 28 1.44 
Responsible and accountable (responsible; responsibility; 
responsibilities; accountability.) 12 4 10 26 1.34 
Take the initiative (initiative; pro-active.) 10 2 12 24 1.23 
Compassionate (wants to make a difference; community 
needs; care, tolerance and trust; helper; not money 
orientated; unselfish; non-profit; sympathetic; tolerant.) 
0 4 16 20 1.03 
Inspiring (influencer; influential; inspiring; encourage; 
inspired; persuasion; change people’s mind.) 11 0 9 20 1.03 
Persistent (perseverance; persistent; perseverance.) 6 5 8 19 0.98 
Decision maker (decision-making; decisiveness; good 
decisions.) 3 0 14 17 0.87 
Team player (team player; people person; team builder; co-
operative; co-worker; co-operation.) 5 2 10 17 0.87 
Business-orientated (business minded; love for business; 
way of thinking; mentality.) 13 1 2 16 0.82 
Disciplined 4 0 12 16 0.82 
Principled (integrity; principles; doing right thing; norms and 
values; honesty; high standards.) 2 2 12 16 0.82 
 
(SB = students before; SA = students after; SBO = small business owners; f = frequency of words; % = percentage of 
participants that cited the word within the category) 
 
 
Table B2 (continued) 
Attribute words/phrases generated 
WORDS/PHRASES SB SA SBO f % 
Energetic (dynamic; active; high-energy levels.) 3 1 11 15 0.77 
Problem solver (problem solving; problem solver.) 4 2 9 15 0.77 
Optimistic (positive; positive attitude; optimistic; optimism.)  6 1 7 14 0.72 
Patient (patient; patience.) 5 1 6 12 0.62 
Qualities (personality; behaviour; strengths; weaknesses; 
profile; has character.) 0 1 11 12 0.62 
Focused 5 2 3 10 0.51 
Courageous (fearless; courageous; bold; daring; brave.) 6 0 3 9 0.46 
Task-orientated (task orientated; getting things done; 
doers.)  3 2 4 9 0.46 
Resourceful (resourceful; improviser.) 5 0 2 7 0.36 
Enthusiastic (enthusiasm; enthusiastic.) 3 1 2 6 0.31 
Fair and objective (objective; fair.) 2 1 3 6 0.31 
Capable (ability; can implement; good execution; effective.) 2 0 4 6 0.31 
Insightful 2 0 3 5 0.26 
Adventurous 2 0 2 4 0.21 
Assertive (assertive; authoritative; not a push over.) 4 0 0 4 0.21 
Competitive 2 2 0 4 0.21 
Perceptive and observant (perceptive; observant; astute.) 2 0 2 4 0.21 
Strong willed (strong willed; will power.) 2 0 2 4 0.21 
Perfectionist (idealistic; attention to detail.) 0 1 3 4 0.21 
Loyal (loyalty) 1 0 2 3 0.15 
Opinionated (outspoken; arrogant.) 1 0 2 3 0.15 
Reliable 1 0 2 3 0.15 
Tenacious (resilient) 0 1 2 3 0.15 
Serious (quite) 1 0 1 2 0.10 
Trusting (trusted)  1 0 1 2 0.10 
Inquisitive 0 0 2 2 0.10 
Has good judgement 1 0 0 1 0.05 
Intuitive (intuition) 1 0 0 1 0.05 
Accepts criticism 0 0 1 1 0.05 
Courteous 0 0 1 1 0.05 
TOTAL NUMBER OF WORDS GENERATED 713 423 808 1944 100 
 
(SB = students before; SA = students after; SBO = small business owners; f = frequency of words; % = percentage of 
participants that cited the word within the category) 
 
 
Table B3 
Skills and competency words/phrases generated 
WORDS/PHRASES SB SA SBO f % 
Management skills (management; managerial skills; 
delegation; control; co-ordinator; management experience; 
delegator; organisational skills.) 
10 7 15 32 21.48 
Communication and negotiation (communications; 
communicator; negotiator; communication skills; well 
spoken; mediator.) 
8 6 13 27 18.12 
Knowledgeable (skill; knowledge; knowledgeable; be 
skilled; multi-skilled; skilful; high aptitude; multi-tasker.) 9 4 14 27 18.12 
Business knowledge (business skills; business 
understanding; business know how; knowledge of 
economic environment; business orientation.) 
3 7 12 22 14.77 
Financial knowledge (money wise.) 4 1 8 13 8.72 
Time management (can work under pressure.) 5 1 5 11 7.38 
Sales and retail skills (sales person skills.) 5 0 1 6 4.03 
Conceptualistic (sees the whole picture; globally aware; 
different dimensions approach; big-wheel.) 0 0 5 5 3.36 
Educated (well educated; educated; education.) 2 0 2 4 2.68 
Well-rounded (good life skills) 1 0 1 2 1.34 
TOTAL NUMBER OF WORDS GENERATED 47 26 76 149 100 
 
(SB = students before; SA = students after; SBO = small business owners; f = frequency of words; % = percentage of 
participants that cited the word within the category) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
ANNEXURE C 
 
CODING MANUAL: 
AFFECTIVE WORD AND PHRASE CLASSIFICATION
 
 
Table C1 
Positive words/phrases generated 
WORDS/PHRASES SB SA SBO f % 
Makes money (money; money making; money-maker; 
higher turnover; financially rewarding.) 44 1 21 66 19.41 
Job creator (developing job opportunities; employer; hirer; 
job creation; empowers.) 19 9 21 49 14.41 
Own boss (ownership; owner; boss; own rules; king of the 
jungle; control over own destiny.) 27 4 4 35 10.29 
Freedom and independence (independent; 
independence; freedom; choice; no boundaries.) 20 2 12 34 10.00 
Self-sustaining (income; makes own income; self-
sustaining; self-reliant; self-benefit; self-made; self-
cultivation; making your own money; self-credit.) 
13 5 11 29 8.53 
Wealth (wealth; wealthy; millionaire; rich; well off.) 10 4 10 24 7.06 
Success (success; successful.) 7 7 8 22 6.47 
Empowered (empowered; empowerment; enabled; 
growth.) 3 6 5 14 4.12 
Challenges (challenge seeker; loves challenges.) 4 3 5 12 3.53 
Gains (salary; raise; bargains; benefits; small mark-up.) 3 2 5 10 2.94 
Investment (assets) 3 1 2 6 1.76 
Satisfies needs (observes people's needs; satisfy needs.) 2 1 2 5 1.47 
Adventure (exciting; fun.) 1 2 2 5 1.47 
Future (invest for future; future.) 2 2 0 4 1.18 
Prestige (reputation; image; reputation.) 0 0 4 4 1.18 
Sustainability (return business) 0 0 4 4 1.18 
Financial support (support; financial support.) 2 0 1 3 0.88 
Accomplishment 0 2 1 3 0.88 
Time 0 0 2 2 0.59 
Experiences (applies experiences) 1 0 1 2 0.59 
Security 0 0 2 2 0.59 
Stability 1 0 1 2 0.59 
Hobby 0 0 1 1 0.29 
Promotion 1 0 0 1 0.29 
Rewarding 0 0 1 1 0.29 
TOTAL NUMBER OF WORDS GENERATED 163 51 126 340 100 
 
(SB = students before; SA = students after; SBO = small business owners; f = frequency of words; % = percentage of 
participants that cited the word within the category) 
 
 
 
 
 
 
Table C2 
Negative words/phrases generated 
WORDS/PHRASES SB SA SBO f % 
Stressful (stress; stressful.) 5 0 6 11 20.37 
Work long hours (long hours; little time; work 
hours.) 4 1 4 9 16.67 
Owe money (borrows money to start business; 
loan; liabilities.) 3 3 1 7 12.96 
Cunning (hustler; cunning; calculating.) 2 2 1 5 9.26 
Loss (bankruptcy; loss.) 2 0 2 4 7.41 
Crime (robbery, corruption.) 2 0 0 2 3.70 
Ambiguous (unpredictable) 1 0 1 2 3.70 
Makes ends meet 2 0 0 2 3.70 
Sacrifice (suffering) 1 0 1 2 3.70 
Salaries to pay 0 1 1 2 3.70 
Caution 0 0 1 1 1.85 
Difficult 0 0 1 1 1.85 
Drop out 1 0 0 1 1.85 
Effort 0 0 1 1 1.85 
Exploitation 1 0 0 1 1.85 
HIV related problems 0 0 1 1 1.85 
Unemployment 1 0 0 1 1.85 
Unhealthy 1 0 0 1 1.85 
TOTAL NUMBER OF WORDS GENERATED 26 7 21 54 100 
 
(SB = students before; SA = students after; SBO = small business owners; f = frequency of words; % = percentage of 
participants that cited the word within the category) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
ANNEXURE D 
 
CODING SCHEDULE: 
GENERAL WORD AND PHRASE CLASSIFICATIONS 
 
 
Table D1 
Holistic words/phrases generated 
WORDS/PHRASES SB SA SBO f % 
Business enterprise (venture; business; 
enterprise; organisation; stall; partners; partnership; 
small and big business; company; franchise; close 
corporation; activity; function; operations; operate; 
hawkers; informal businesses.)  
70 5 15 90 22.17 
Macro environment (economy; economy driven; 
tax; capitalism; politics; demand and supply; 
business environment; professional environment; 
natural resources; GDP; prices; industry; trends; 
macro; micro; inflation; inequality; BEE; stock 
market; JSE; shares; natural; capitalist; economic; 
economic growth.) 
36 21 31 88 21.67 
Financing (capital; collecting capital; capital 
builder; fundraising; bank; finances; finance; 
corporate world.) 
32 15 23 70 17.24 
Market environment (competition; competitor; 
market; markets; target market; consumerism; 
wholesaler; consumerism.) 
14 4 15 33 8.13 
Managerial position (manager; managers; 
executive; administrator; professional; director.) 20 2 10 32 7.88 
Physical facilities and expansion (building rental; 
buildings; offices; office; premises; equipment; 
business expansion; merger; strategic alliance; 
improve.) 
8 7 6 21 5.17 
Labour (labour; employees; worker; unions; 
operator; staff.) 9 3 8 20 4.93 
Role models (Richard Branson; Bill Gates; tycoon; 
sense of respect; Warren Buffet; Mark Zuckerburg.) 3 1 8 12 2.96 
Individual (individual; unique; personal.) 6 3 1 10 2.46 
Work (working; work; working person.) 7 0 1 8 1.97 
Stakeholders (students; customers; people; 
clientele.) 3 0 4 7 1.72 
Change 1 0 3 4 0.99 
Luck 1 1 1 3 0.74 
Location (close to similar businesses) 0 0 2 2 0.49 
Business studies (business management) 1 0 1 2 0.49 
Needs 0 1 1 2 0.49 
Ambassador 0 0 1 1 0.25 
Philanthropist 0 0 1 1 0.25 
TOTAL NUMBER OF WORDS GENERATED 211 63 132 406 100 
 
(SB = students before; SA = students after; SBO = small business owners; f = frequency of words; % = percentage of 
participants that cited the word within the category) 
 
 
 
 
 
Table D2 
Operational words/phrases generated 
WORDS/PHRASES SB SA SBO f % 
Selling of goods and services (sell service; 
provide a service; sales; selling goods; buying; 
goods and services; product; merchandise; sales; 
after sale service; rep; seller; purchaser; supplier; 
trader; trading; trade; exchange; service delivery; 
customer service; distribution; manufacture goods; 
stock required; discount; materials.) 
58 14 31 103 39.16 
Marketing (promoter; advertising; marketer; 
marketing; sponsor; public relations; protect 
positive business image; customers psychological 
perceptions.) 
22 3 17 42 15.97 
Planning and strategy (strategy; business plan; 
strategic; viability.) 15 3 14 32 12.17 
Accounting (expenses; accounting; budget; 
debtors; numbers; cash-flow; accounts; 
expenditure.) 
11 2 9 22 8.37 
Production (producer; productivity; productive; 
production; manufacturing.)  11 2 4 17 6.46 
Meeting and schedule (meetings; business 
schedule; scheduling.) 5 1 0 6 2.28 
Research (research; research bound; surveys; 
market research.) 4 0 2 6 2.28 
Agreements (tenders; contracts; deals.) 2 0 3 5 1.90 
Involvement (involved in the success of the 
company; front-line; hands-on.) 1 1 3 5 1.90 
Mentor; business coach 3 0 1 4 1.52 
Performance; evaluation (appraisal) 3 0 1 4 1.52 
Procedural; formal (system orientated) 2 1 1 4 1.52 
Swot analysis (constantly scanning) 1 0 3 4 1.52 
Registering business 0 0 3 3 1.14 
Import; export 1 0 0 1 0.38 
Administration 0 0 1 1 0.38 
Implementation 0 0 1 1 0.38 
Insurance  1 0 0 1 0.38 
Technology 0 0 1 1 0.38 
Workmanship 1 0 0 1 0.38 
TOTAL NUMBER OF WORDS GENERATED 141 27 95 263 100 
 
(SB = students before; SA = students after; SBO = small business owners; f = frequency of words; % = percentage of 
participants that cited the word within the category) 
 
 
 
 
 
 
Table D3 
Unrelated words/phrases generated 
WORDS/PHRASES SB SA SBO f % 
Family orientated (family) 0 2 2 4 30.77 
Magnet 0 0 2 2 15.38 
Believe 0 0 1 1 7.69 
Expectations 1 0 0 1 7.69 
Informative 0 0 1 1 7.69 
Link between government 0 0 1 1 7.69 
Lovely 0 0 1 1 7.69 
Small 1 0 0 1 7.69 
Thought 1 0 0 1 7.69 
TOTAL NUMBER OF WORDS GENERATED 3 2 8 13 100 
 
(SB = students before; SA = students after; SBO = small business owners; f = frequency of words; % = percentage of 
participants that cited the word within the category) 
 
